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To sell goods, a show window must display attractive 
merchandise, tastefully arranged and well lighted to 
strengthen its selling appeal. Even your best dis- 
play is improved by lighting it effectively with 


X RGY Reilectors 


The Standard for Show Window Lighting 


Color Lighting Spotlighting Footlighting 
To emphasize the spirit of your dis- An intense spot of white or colored Wax Forms especially look more 
play and strengthen its appeal use light is sure to focus attention to natural when shadows are elimin- 
Color Lighting with the Color-Ray. the leading article of your display. ated by using X-ray Footlights. 


Tell us the Window Lighting result you want. We have it for you. 


National X-Ray Reflector Co. 


NEW YORK CHICAGO LOS ANGELES 
31 W. 46 Street 235 West Jackson Blvd. Security Building 


Engineers in all Principal Cities 
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POSITIONS OPEN 





WINDOW TRIMMER AND 
CARD WRITER FOR MEN’S 
WEAR SHOP. 


One that can assist in selling 
preferred. First-class man 
with original ideas wanted. 
Write 
L. GOLDSTEINS’ SON 


Brownsville, Pa. 











DISPLAYMAN, CARDWRITER 
AND ADMAN, by leading men’s 
wear store of South. Must be ex- 
perienced and be able to offer sub- 
stantial evidence of his capabilities, 
character and past success. Sam- 
ples of card writing must accom- 
pany application. Address 


The DISPLAY WORLD 
Box W 1 








CARDWRITER.—One who has big store 
experience. Must be quick, with capacity 
r work. Experience in ad writing will 
be important consideration in selection of 
man. State salary expected and complete 
details in first letter. Address The DIS= 
PLAY WORLD, Box W:-2. 





MAN TO CONDUCT SALES.—Nation- 
ally known wants experi- 
enced salesmen to travel conducting spe- 
Ability to produce must 
be unquestioned. Commission. Address 


The DISPLAY WORLD, Box W5-5. 


organization 


cial store sales. 








DISPLAY MANAGER. — One 


who has some knowledge of 
methods of national distribution of 
food products. A creator and man 
of executive ability is what we’re 
Must be single and 


traveling. 


looking for. 
have no objections to 


Address 


The DISPLAY WORLD. 
Box W 6 





DISPLAY DIRECTOR FOR NATIONAL 
ADVERTISER.—Have 


campaigns for large corporations distri- 


created display 
buting product all over the world, in- 
cluding campaign of the Goodrich Tire 
Co. Twenty years in display work. An 
executive who can produce results. Single 
What have 
Address C. L. S., care of 
The DISPLAY WORLD. 


and forty-five years of age. 


you to offer? 











DISPLAY MANAGER of fifteen years’ 
experience desires location where ability 
and energy will be appreciated. Will 
If satisfied you pay 
l am willing to 


start at your price. 
mine. gamble with you. 
That’s fair, isn’t it? Address The DIS- 
PLAY WORLD, Box J=104. 





POSITIONS WANTED 





DISPLAYMAN.—Twenty years’ experi- 
ence as head of display departments for 
big stores. Department store preferred. 
Thirty-eight years of age, married. Will 
go any place. middle west preferred. 
Samples of work submitted through pho- 
tographs. Salary $65 to $75 Address The 
DISPLAY WORLD, Box J=100. 











DISPLAY MANAGER.—Have had fif- 
teen years’ display experience in Chicago 
and Michigan department stores. Force- 
ful executive and expert card man. Can 
write and forceful advertising 
copy. Samples on request. Address The 
DISPLAY WORLD, Box J=105. 


layout 





WANT TO BUY 





CARDWRITER.—Experience in depart- 
ment store work where ability and ca- 
on re- 
quest. Address 
The DISPLAY WORLD, Box J-101. 


pacity are requisites. Samples 


State salary offered. 











ASSISTANTS TO DISPLAYMAN.—Have 
young men desiring op- 
Expe- 


pening for two 
portunity to learn display work. 
rience unnecessary, though men of some 
knowledge of the work will be given pref- 
erence. Salary to start, $25.00. Address 


The DISPLAY WORLD, Box W-3. 











MERCHANDISE MANAGER. — 
Middle West department store will 
receive applications for position to 
Only first 
State ex- 


be opened November 1. 
class men need apply. 


perience and salary expected. City 


40,000. Address 
The DISPLAY WORLD 
Box W 4 





DISPLAYMAN AND CARDWRITER.— 


Have had eight years’ specializing in 


men’s clothing and furnishings. State 
Street, Chicago, experience. Capable of 
directing department. Salary to. start 


$50. Address The DISPLAY WORLD, 


Box J=102, 








DISPLAY MANAGER.—Thoroughly ex- 
perienced and proven. Have directed dis- 
play departments for State Street stores, 


also New York department store. Middle 
age, single. Will go anywhere. Salary 
$75. Address The DISPLAY WORLD, 


Box J=103. 





CRYSTAL BALL.—Has 
a second hand mirrored ball such 
Marshall Field & Co. 


and later 


anyone 


as used in 


store two seasons ago, 


exhibited in the Botanical Decor- 
ating Co. booth, at the 1921 I. A. 


D. M. convention? Address 


The DISPLAY WORLD 
Box WB 4 








FIXTURES.—Will buy complete set of 
used fixtures for small men’s furnishing 
shop. Must be up to date and in good 
shape. Address The DISPLAY WORLD, 
Box W. B.-5. 











FLOWER SALESMAN. — Experienced 
salesman is open for position with reli- 
able house manufacturing high grade line 
of artificial flowers. Have had practical 
experience and can show successful record 
as salesman. Prefer eastern territory on 
commission basis. Address F. J. W., The 
DISPLAY WORLD, 














FIXTURES WANTED.—Four plateaus, 
2 feet by 2% feet by 6 inches (used). 
Finish walnut or antique. Also, two di- 
viders to match. Address The DISPLAY 
WORLD, Box W. B.-=6. 





Want-Ad Page for October Issue Close October 10 
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Facts and Comment 


IVE HUNDRED displaymen, merchants, ad- 
Se vertising men, editors, national advertisers and 
Ses | bank executives took occasion to compliment 
the publishers and editor of The DISPLAY WORLD 
on the first issue of the independent publication which 
has as its purpose “greatest service in the field of mer- 





cantile display.” 

One thousand new subscriptions have been received 
since the first issue was placed in the mails and scores 
are arriving daily, ninety having been received the day 
on which this item is being written. In another month 
The DISPLAY WORLD will have a bona fide paid- 
in-advance subscription list of more than five thousand, 
the greatest pard circulation in the mercantile display 
field. 

Here is what one displayman of national reputation 
says about The DISPLAY WORLD: 

“Congratulations on wonderful first issue. 
is yours. The displaymen and merchants need a publi- 
cation of such merit. It is truly remarkable. but never- 
theless truae—The DISPLAY WORLD in its first issue 
takes leading rank among all publications in the field.” 
The expression above, made by an official of the I. A. 
D. M., typifies the thought and opinions of the many 


Success 


other displaymen who have commended us in our work. 

An advertising manager writes: 

“Vou have filled a long-felt need—a real publication 
with a platform worthy of the great field in which you 
shall predominate. On comparison I find no hesitancy 
in saying that The DISPLAY WORLD 1s away out in 
front. Such a publication will be of tremendous selling 
value.” 

Advertising managers whose duty it is to select and 
use mediums in selling campaigns may be considered 
very fair judges of publication merit, and men whose 
actions are guided by mighty sound business judgment. 

A manufacturer writes as follows: 

“The DISPLAY WORLD will find a receptive 
field. There never has been anything like it, and tiere 
never was anything quite so sorely needed. It is the 
greatest publication of its kind in the country today.” 

Right here it may be interesting to note the fact that 
The DISPLAY WORLD affords the best opportunity 
to reach a buying field. Its subscriptions are paid sub- 


scriptions, and in 70 percent of cases the orders for 
this publication have been signed for by store owners 
or managers, an indisputable fact that the latter are 
interested, and accordingly logical prospects when 
manufacturers and dealers have a product to adver- 
tise. 

An advertiser writes: 

“We have received more inquiries from our DIS- 
PLAY WORLD ad than other publications in the field 
have directed to us in a period of several months. It 
surely has made good.” 

In addition to inquiries received direct from readers 
The DISPLAY WORLD Service Bureau daily places 
many buying prospects at the disposal of the advertiser. 

Iexpressions such as printed here, coming from 
representative men in every branch of the great pro- 
fession and its industry, testify most eloquently to the 
merits of The DISPLAY WORLD, and unmistakably 
register the need of such a publication. . 

Particularly gratified are the leaders of the display 
profession, whose vision has long since evidenced the 
necessity of some independent publication big enough 
and fearless enough to take up the work of further 
developing a profession and industry destined to be the 
most powerful and efficient in the merchandising world. 

The DISPLAY WORLD is independent. Its plat- 
form unmistakably evidences progressive policies, 
which will be the guiding principles of each issue. The 
publishers are independent and broad visioned enough 
to know that The DISPLAY WORLD can render 
greatest service as an independent instrument. 

Established on the principle of greatest service in 
the field which it covers, The DISPLAY WORLD 
maintains an incomparable department, the complete 
facilities of which are at all times at the disposal of 
displayman, merchant and manufacturer. In this con- 
nection letters just received from displaymen and mer- 
chants are interesting in the fact that they advise of 
DISPLAY WORLD superiority as a medium of busi- 
ness service. 

Readers and advertisers are most cordially invited 
to avail themselves of The DISPLAY WORLD co- 
operation. They will find it of tremendous value, re- 
sultful and distinctively individual. 
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Order Now Before It Is Too Late 
2,000 Now On The List 


ONLY S,000 at $] 





And these two thousand display men, merchants and national advertisers consti- 
tute the most representative selection of the display profession that we scarcely 
thought could be assembled within sixty days. 


This, the second issue of The DISPLAY WORLD, speaks for itself. It shows 
convincingly the sincerity of the organization that is behind this monthly pub- 
lication for the display man, merchant and advertiser. 


Every effort is being expended to give you the kind of publication you want — 
one full of vim and vigor; constructive ideas and suggestions; expert discussions 
of the various phases of display. We want to make it of real worth to you and 
we want you to be the judge. 


TO GET THE BENEFIT OF THE 
SPECIAL INTRODUCTORY RATE 
YOU MUST ORDER NOW 


When we finally decided to put into force a special introductory rate of $1.00, 
we intended it for only a period of one month. Subscriptions came in so fast 
that we were influenced to give all the opportunity of this low rate. However, 
only 5,000 subscriptions will be accepted at the $1.00 rate and already we have 
2,000 of this quota. 


If you are already a subscriber, call this special rate to the attention of your dis- 
play friends. If you are not already a subscriber you had better order at once. 


a aS a a a ae ee Lien the Beeiel Codes Bleck 
H The DISPLAY PUBLISHING Co., 30 Opera Place, Cincinnati, O. 





Gentlemen: Enclosed find $1.00 for a full year’s subscription 


to The DISPLAY WORLD, beginning with the October issue, ; 
as per your Special Introductory Offer. Only Now 





: PUI he ee hk thea a esa Ni BO oe re 

i sua acinar a f For Twelve Big Issues 
NEG ha ee he ee ee rates <2 od eee eee 

ne mensiitalnes niet earnest eet iaa The Display Publishing Co. 

: 


Add 10c to checks for exchange. Canadian subscribers add 50c for postage. é 


2 Se A Cincinnati, Ohio 
Subscribers Receive the Benefit of The DISPLAY WORLD Service and Information Bureau Gratis. 
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Putting Up an Attractive Front 


Store front first introduction and evidence of merchandising policy— 
Why certain style fronts fail—Solutions of construction problems 


By H. H. MORRISON 


Chief Designer, The Mor Service, Chicago 


N the discussion of the important subject 
“store fronts,” and, in fact, throughout 
this series of articles, the writer will at- 
tempt to treat comprehensively and simply, govern- 
ing principles or methods usually guarded in such 
a series due to the rather general desire on the 
part of designing specialists to withhold that in- 
formation, correctly classified as professional. 
Inclined to the judgment of the editor of The 
DISPLAY WORLD that the why and how of a 
subject with the correct presentation of advantages 
or disadvantages will always have a strong ten- 
dency to create further interest, and often result in 
action the result of which is of tremendous value, I 
will disregard the generally practiced methods and 
discuss the subjects assigned to me in an analytical 
method. We will avoid the troubled sea of general- 
ities and obscurities into which we are generally 
plunged on the presentation of complicated theories 
in favor of a clear, concise and substantial state- 
ment of our problems and their possible solutions. 
Is there any set of correct principles universally 





applicable to the design of a store front? When 
we contemplate the thousands upon thousands of 
dollars expended annually upon building and re- 
modelling of show windows, we are forced to ad- 
mit that some strong, evidently undeniable motives 
have actuated the merchants—who are the last to 
spend money needlessly. 

I have found in my long service in designing that 
when money is appropriated by merchants for the 
building or remodelling of store fronts that there 
are usually two resons for it—to increase display 
facilities, and to enhance a prestige of the store 
and business via a better appearance with its re- 
sultful benefits in the community. Good and sound 
reasons. 

However, we have store fronts on every busi- 
ness street in every city that achieve these objects 
yet the store owner would probably have made a 
wiser investment had his money been put into 
some other work. This may sound a little surpris- 
ing, yet frequently have I been approached by 
merchants with a problem of this character: 





New Front of the Queen Quality Bootery,,Civicago, Illinois 
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Type A—An Unsatisfactory Treatment 


“Mr. Morrison, I want a new front that will 
give me more linear feet of display front and bet- 
ter windows; a front that will advertise my store. 
Now, Mr. Blank, across the street has a front that 
is no longer than mine, yet he has double the linear 
feet of display space. I want a front like Mr. 
Blank’s.” 

This merchant is absolutely right in desiring 
more display space, but it would often be to his 
decided advantage to put the money in the bank 
and keep the old front rather than build one like 
Blank’s when principles and conditions are con- 
sidered. 

Arriving at Governing Principles 

Admitting that there are basic principles govern- 
ing store front design, we must, to be consistent, 
agree that all fronts that violate these principles 
are wrong in either design, construction or for 
some other reason. Here the question may arise 
as to how one arrives at the correct and governing 
principles of store front design, and my answer 
is best given by the following bit of advice resultful 
in all trades and professions: 

Follow the example of recognized leaders 
in store design; follow the methods of great mer- 
chandise managers. Observe all that is possible 
to observe as to the methods they employ. 

Here your attention is called to store front 
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Type C—The Popular Though Faulty Style 
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Type BsX-A Superior Arrangement 


design, Type A, showing an unsatisfactory treat- 
ment. Though widely prevalent in use this type 
has the general and consistent opposition of rec- 
ognized designers. It is inartistic and it fails to 
accomplish in maximum efficiency the all-mportant 
duty of bringing the customers into the store. I 
would say that this type front is only permissible 
where store is too small to permit of front Type B. 


Correcting the Corner Store Front 


Type B presents a much superior solution of the 
corner store problem with the display possibilities 
of the deep corner window unlimited. The archi- 
tectural treatment of such a front can be made very 
successful, the two entrances, one on each street 
doubling the chances of getting the customer into 
the store. The arrangement of the entrances is 
such that the prospective customer must pass a win- 
dow and a door in the order named, irrespective of 
the direction from which he is coming. 


About the Acarde Styles 


In Type C we have the ever popular arcade and 
island window. Thousands of dollars have been 
spent and still being expended for this style of front. 
In addition to the great increase in display facili- 
ties afforded through this type, it also furnishes 
shelter and protection to the observer enabling him 
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Type D—A General Improvement 
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Type E—Evxcellent for Certain Stores 


to study the display in comfort, and without danger 
from the elements. Yet, the writer has, in at 
least 50 per cent of the cases advised against this 
style front, offering as a general improvement 
store front as presented through Type D. A great 
step forward is evidenced here through the visi- 
bility and accessibility of the store—a vital point, 
as the October article on “The Store Entrance and 
Reception Idea” will evidence. 


An Imposing Front 


- 


Style Type E is suitable only for a front of cer- 
tain width and depth and should not be built with- 
out having first consulted your store front special- 
ist. Yet, given the proper conditions it is difficult 
to conceive a more imposing and beautiful front 
for a small store, particularly a ready-to-wear 
specialty shop. While much consideration should 
be given the type, the requirement of certain pro- 
portions makes it undesirable for many stores. 

In Type F we have a front with a future. ‘That 
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Type F—The Store Front of the Future 


this front is going to be used more and more there 
can be no doubt. It combines all of the advantages 
of the island window type with the added {facilities 
for making the interior visible—a very desirable 
arrangement. 

Any criticism I have made, which may in the 
opinion of any reader, seen erroneous, do not hesi- 
tate to open a discussion on any point. The editor 
will be glad to have any new ideas or arguments 
concerning any points covered in these articles. 





PENNEY CO. HAS 371 STORES 


In an announcement preliminary to the opening of a 
new store in Topeka, Kan., The J. C. Penney Co., discloses 
the interesting and rapid growth of the Penney organ- 
ization. 

From one store in 1902, it has grown to 371 stores, 
operating throughout twenty-nine states. Sales last year 
amounted to $46,641,928.20, making the position of the 
Penney Co. particularly strong in the buying market with 
its corresponding advantages gained through price con- 


cessions. 





Convenient and Practical Interior Arrangement of Queen Quality Bootery, Chicago 
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Good Lighting and Sales Efficiency 


An interesting report of recent lighting test in which importance of 
correct and ample lighting is most convincingly illustrated 


By WALTER STURROCK 
National Lamp Works, Cleveland, Ohio 


HE development of the modern show win- 
dow from a crude, inartistic affair to a dis- 
play of great beauty and effectiveness has 
covered a period of a comparatively few years, 
much the same as the development of the art of 
electric lighting. In fact, it might be said that the 








PLAN oF DISPLAY WINDOWS anp LIGHTING 
FQUIPMENT EMPLOYED ror THE INVESTIGATION 
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LIGHTING PLAN FOR 1% NIGHT 


Circuit N°1 WUE 200 watt char MAZDA C lamps fitted with Mirrored Glass Show Window Reflectors 
CircuitN°2 = 300 watt clear MAZDA C lamps filled with Mirrored Glass Show Window Reflectors 


LIGHTING PLAN FOR 2°2NIGHT 


Crcunt NOY ¥ 75 watt clear MAZDA C lamps fitied uth Mirrored Glass Show Window Reflectors 
100 wast clear MAZDA C lamps fitled with Mirrored Glass Show Window Reflectors 
Circuit N°Z FL 150 watt cearMAZDA C lamps filled with Mirrored Glass Show Window Reflectors 


LIGHTING PLAN FOR 3°9NIGNT 


Same as for 12 nignt 











Window Plan and Equipment Used for Test 


advancement of lighting and of show window dis- 
play have gone hand in hand. The ineffective 
means of artificial lighting of a few years ago also 
was a hindrance rather than a help to the efforts to 
make a display more attractive than it appeared 





MAINTENANCE CONDITIONS IN RETAIL STORES 
4024 


CERRY EXTES 
LAMPS On HaND 


CLEANING INTERVAL IN WEEKS 
° 





31% . C% 
TERCENT Of STORES SUKVEXEP 

HLF OF THE RETAIL STORES DO NOT, BUT SHOULD, CARRY SYARE LAMPS FOR REPLACEMENTS 

TWO THIRDS OF THE STORES SHOULD HOVE LIGHTING UNITS CLEANLY MOKE FREQUENTLY 











Chart Showing Maintenance Conditions 


when lighted by natural light. However, efficient 
high-powered lamps together with a knowledge 
of the scientific principles of light distribution have 
eliminated this difficulty and opened up a tremen- 
dous field of new possibilities in show window dis- 
play. Without a doubt modern lighting has been a 
factor in advancing the show window to the fore- 
most rank in the list of advertising mediums that 
the merchant has available. 

With the superior lighting equipment available, 


large department stores have made use of higher 
levels of illumination in their windows at night 
with highly satisfactory results from the standpoint 
of increased sales. The managers of these stores 
are convinced that an abundance of light adds 
greatly to the attracting power of windows, but 
actual test figures as to how much this attracting 
power depends upon the illumination have pre- 
viously been lacking. These are now available 





AVERAGE CONDITIONS IN THE LIGHTING OF RETAIL STOKE 


SHOW WINDOWS 
1924 





WIHDOWS HEIN LLLUrneTION OF 
MORL THAN 40 FC 


30 TO 40 FC 

13 TO 30 FC 
* LESS THAN 15 FC 
WINDOWS USING SPOTLIGHTS 
OR SPECIAL COLORED LIGHTING 


WINDOW? USitte MAZDA C-2 
( DAMUGHT PLUL)LAMT>S 
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THE DECOR@TIVE LIGHTING OF SHOW WINDOWS 
1S @ RICH @ND UNDEVELOYED FIELD 











Chart Shows 1.4% Use Spotlights 


through a careful investigation arranged a short 
time ago in Cleveland. 

Two display windows of Oppenheim-Collins & 
Co., located on Euclid Avenue, the main thorough- 
fare in the city, were used for this purpose, and the 
lighting cquipment regularly employed in these 
windows were used for the investigation. 

‘there were fourteen outlets in each window; by 
using different combination of 75, 100, 200 and 300- 
watt lamps it was possible to obtain illuminations 
of 15, 40 and 100 foot-candles throughout the test 
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Illumination Conditions and Recommendations 























THE DISPLAY WORLD 9 





LOLOL OEE LEME RRR IES Tee cee men 


: iors OF ILLUMINATION ATTRACTIVENESS 


| 15 Foot Candles 
40 Foot Candles 


100 Foot Candles 


SS sae VALUE OF INCREASED LIGHTING IN SHOW WINDOWS 

& FROM TESTS IN 20 FOOT WINDOWS 

OPPENHEIM COLLINS COMPANY 
Euclid Ave. Cleveland .Ohio. 


100% 





142 % 





spree sancqamuncrmscecmemmmaneannetc® *n88/te ae LRTI eh 


PROFIT FROM = 


Coston LIGHTED WINDOWS 
PER YEAR 
WINDOW LIGHTING (2.000 } x 


LAMPS and .CURRENT 
PER YEAR (2.000 hours) 


sal jt ha 





 Itis estimated by Euclid Ave. Proprietors that windows produce profit of $10 per hour * 


The Value of Increased Lighting. Based on Test at Store of Oppenheim-Collins & Co. 


as desired. The persons who stopped in front of 
each window during the same period of time to 
look at the display were counted for the different 
illuminations used. The test was carefully planned 
to equalize all factors affecting attracting power 
except the one of illumination. 


Result of Interesting Test 


The data taken during the period of this investiga- 
tion showed that increasing the illumination in the 
windows from 15 to 100 foot-candles increased the 
relative effectiveness of the windows at night by an 
average of 42 per cent. The effectiveness of the win- 
dows under the different levels of illumination was 
measured by the number of persons who stopped in 
front of them during the same period of time. Of this 
total increase, 24 per cent. was obtained when the illu- 
mination was increased from 15 to 40 foot-candles, and 
18 per cent. when increased again from 40 to 100 foot- 
candles. The tests were made between the hours of 
seven and eleven, on three different nights, during 
which time approximately 10,000 people passed the 
store, with an average of one in six stopping to look 
at one or both windows. 

Higher levels of illumination cost more, and in 
order to justify their use they must increase the 
value of the display area, and the recent tests have 
served to testify to the most satisfactory results in 
this increase. 

A recent report of the Lighting Sales Bureau of 
the National Electric Light Association presents 
some very interesting information on the question 
of store and window lighting, illustrating the article 


in diagrammatic form in order to clearly demon- 
strate lighting conditions and needs in the retail 
institutions of the country. 

In the report window lighting is given equal 
importance with interior lighting and announces 
the fact that frequently the wattage consumed in 
the show window of the retail store equals that of 
the store itself. 

Of importance is the finding that of all the re- 
tail stores in the country but 1.4 per cent are using 
spotlights or special colored lighting in the win- 
dows. Merchants will do well to interest them- 
selves in the great sales possibilities to be afforded 
through special lighting effects and it is suggested 
that attention be given the tests made and described 
in the interesting literature now available through 
the various lamp and reflector organizations. 





PROGRESSIVENESS OF ELY & WALKER EVIDENCED 
IN RETAILERS’ CONFERENCE 


Thé “Retail Merchants’ Business Conference” con- 
ducted by the Ely & Walker Dry Goods Company, St. 
Louis, was one of the most successful and resultful meetings 
sponsored by this progressive retail institution. 

Bulletined as “the brass tacks” of business, such im- 
portant phases as modern merchandising, turnover, adver- 
tising, window display and card-writing were discussed 
along most practical and beneficial lines. 

Of tremendous interest was that part of the session of 
the first day when Robert Lafferty, display manager for 
the Ely & Walker Co., arranged a series of displays in the 
model show window constructed for permanent use in the 
merchants’ service department of this progressive store. 

Representative merchants from all sections of the south 
and southwest were present, many having places on a 
program replete with practical, substantial business helps. 
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An unequalled selling organization may be employed in conjunction 
with distribution of nationally advertised products 


By RUSSELL E. SMITH 
Display Advertising Counsellor, Indianapolis, Ind. 






FS}ROBABLY nothing is of more importance 
(S)} and value to the national advertiser than 
ee plenty of good window displays by the 
= who carry his line. This is especially true to 
the national advertiser who uses newspapers and 
thus reaches the ultimate in the way of consumer 
interest. 

Recognizing this paramount fact the writer is 
making and has long made a strong effort to co- 
operate with these advertisers who use The India- 
napolis Star and secure for them good. windows 
while their advertising copy is running. We believe 
that the merchandising departments of the news- 
papers of this country can do no greater service to 
advertising, can do no greater service towards 
making advertising pay ‘its way, than by educating 
local dealers to do more and better window dress- 
ing especially of advertised goods. It is one of the 
important links in the great chain of sales effort 
of which advertising is, of course, but a link. Since 
a chain is no stronger than its weakest link, the 


Re 






matter of good window dressing is of tremendous 
importance to the newspaper who wants national 
advertising. 

The first necessity of the newspaper merchan- 
dising department in securing good windows, or 
any windows at all, is the confidence of the dealer. 
He must be reached, and he must be taught the 
value of his windows. While this can be done in 
person to some extent the best and the easiest way 
is by precept and educational work in the form of 
a dealers’ trade bulletin or trade newspaper. 

The Star publishes regularly such a paper, The 
Co Operator and Merchandiser. This paper con- 
tains helpful articles on subjects of paramount in- 
terest to the local dealer. In it he is told just what 
advertisers will be represented in the coming 
month’s newspaper so that the dealer may display 
these particular lines and is thus told of it early 
enough in advance so that he can do so. This as- 
sures him that the salesmen’s talk of what their 
firms are going to do locally in an advertising way 





How L. R. Wolff Utilized Manufacturer's Materials in Display a the Boston Store, Chicago 
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is not “the bunk,” as it frequently is. Our dealers’ 
trade paper tells the trade exactly what is coming 
and if he is not thus assured by us that we ac- 
tually have a contract, he is at liberty to suppose 
that we have none for that line. He at least knows 
we are looking out for his interest and trying to 
protect him. He also learns that non-advertised 
goods are not the sellers and refuses to handle 
them, whereas, with a campaign about to start in 
the local paper he knows he is safe in ordering a 
small order at least. In that way we practically 
insure any advertiser an outlet and aid immediately 
in the distribution. 

We publish regularly an invitation to all local 
dealers to call on us for any window displays that 
they may need, and we keep in touch with all adver- 
tisers so that we can deliver same to the dealer 


when wanted. 


For that purpose we print a coupon in the Co- 


t 





A Suggestion for Dealers, by W. B. Stratton, The Goodrich Co., Akron, Ohio 


Operator and Merchandiser such as the folagwing: 

We publish in each issue an article by the’ writer 
or someone else familiar with the subject—on cor- 
rect and best methods of window dressing for var- 
ious types of stores, experiences of other dealers 
with sales as resulting from their window dressing, 
etc., etc., and also take photographs of good win- 
dows and reproduce them for the benefit of the 
local dealers. 

On top of that we give prizes each month for the 
best windows dressed in the city, one month being 
devoted to druggists and the next to grocers and 
so on. 

We find that this is bringing fine results. and we 
will likely increase the amount of the prizes in the 
Fall. In order that our advertisers will get the ben- 
efit of this window dressing as well as the dealer, 
we insist that only certain advertised lines be in- 
cluded in the exhibit. Pictures, are, of course, 
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Manufacturer's Material Aided Mr. Lupo in this Display for Ville de Paris, Los Angeles, Cal. 
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aot “a: Baer & Co., Chicago, Sent Prints of this Display to All Dealers in Priscilla Dean Hats 


taken of the prize windows, reproduced in the paper 
and the original photographs sent to the dealers in 
question. The display man’s name is also given, a 
very important thing if we are to get the fullest 
co-operation of the dealer and his window dresser. 


The necessity of the windows being in while the 
copy is running is very important. The newspaper 
advertisement will not do all the sales work, and 
thle display is the link that injects maximum sales 
efficiency when appropriately employed in con- 
junction with the ad. It adds that much weight 
to the effect of the advertisement and it pulls long 
after the ad has stopped running and here again 
serves to recall the matter. 

We cannot too strongly urge that the efforts 
of the merchandising departments of the news- 
papers do all that they can to get the dealers more 
into the habit of using good window displays of the 
goods locally advertised. It makes the ads pull that 
much better and the results of that copy will appear 
all the more to the advantage of the medium if 
such results are obtained. That i§ one good way 
to obtain results—to make advertising pay its way, 
which it must—or why use it? 





‘J. H. DeWitt, one of the best known I. A. D. M. mem- 
bérs and for years director of advertising and display for 
the Boston Store, Wichita, is enjoying an extended vaca- 
tion on the Pacific coast. 


NEW SERIES OF GOODRICH DISPLAY MATERIAL 
RELEASED FOR DRUGGISTS 


The B. F. Goodrich Rubber Company has completed 
detail work on a new series of window display specialties 
and requisitions are now being made by merchants for the 
1922-1923 material. 


The first series of this season to be issued is of peculiar 
interest to the druggist with the main attention getter in 
the form of a three-panel screen, measuring 81 inches by 30 
inches, lithographed in twelve colors. 


One of the two flanking screens pictures how the South 
American natives coagulate the rubber fluid into the well- 
known commercial biscuits; the other shows a typical 
scene on a Malay rubber plantation. The center. panel is 
a true reproduction of the famous. New York Harbor, the 
world’s principal receiving port for crude rubber, with 
an insert showing the sixty-five buildings comprising the 
Akron plant of the Goodrich Company. The name “Good- 
rich” appears prominently at the top of each panel. 


In addition, there are four cutout cards, each measur- 
ing 12 inches by 17 inches, all attractively lithographed and 
equipped with patent easel stand. Each card carries a 
distinctive selling motto such as “till the Doctor comes,” 
and a picture that is sure to focus attention on Goodrich 
Rubber Sundries. A set of price tags accompanies each 
display. 


The Goodrich organization has long since realized the 
value of dealer display material and a complete department 
of designers and artists is maintained for this specialized 
advertising. Displays are made to fit any window and may 
be secured as sales producers by any merchant carrying 
the Goodrich products, and who makes the request for it. 
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Dealer Displays Are Sales Builders 


os 


Linked with powerful advertising campaign of manufacturer they 


capitalize on consumer demand—Interest first display essential 


By E. R. KOCHER 


Display Specialist, Seattle, Wash. 


SIDE from their ability to function as sales 
builders, independent of all other media, 
dealer displays link up the dealer with the 
general advertising, capitalize on-the consumer demand 
created through the interest that has been stimulated 
and the desires that have been aroused by the use of 
all the media, and augment the sales energy expended 
on the dealer to push the sale of goods from his shelves. 
They carry the selling message across at the most fruit- 
ful and the most profitable time, suggesting a purchase 
at the identical point where it can be made. 

Not only do dealer displays, like other media, seek 
to urge a prospective consumer to buy a certain com- 
modity, but they urge to buy here, and, still further, 
to buy now! They act as a final reminder at the point 
of sale where the selling resistance is the greatest. 

Evidence of the growing importance of this work 
is the establishing of special departments by many 
newspapers to assist the manufacturer in distributing 
dealer display advertising to appear with the release of 
newspaper advertising. Coinciding with this is the 
importance that the dealers themselves now place upon 
the value of store and window display material. 

Of interest in this connection is the result of a 
survey of 3,338 dealers by A. T. Fischer, of Cleveland, 
in which the following question was put impartially: 
“What kind of advertising can the manufacturer do 





-for you that will be most effective in increasing sales ?”’ 


Their attitude was 87.6 per cent., or 2,899 dealers who 





valued store display material highest of all other ma- 
terial or helps. 

One of the large contributing factors to the succéss 
of window display campaigns, many of which have 
resulted in sales increases of from 50 to 250 per centt., 
is the factor of circulation, which is a demonstrable 
quantity that can be audited like any other circulatien. 

The average of all retail locations in the United 
States, including large and small communities, is 70 
passers-by per daylight hour, 700 in ten hours, ‘or 
4,900 per week. Which means that putting the mes- 
sage across in 1,000 dealers’ windows for one week 
would approximate a circulation of 4,900.000 in the 
average cities, and 10,000,000 to 20,000,000 in the 
larger cities. 

The value of a campaign lies in covering all the 
representative dealers at one time, in order to get the 
value of repetition. The window display is the dealer’s 
recommendation of the product featured, and experi- 
ence has proven the value of making the most of this 
endorsement by having it unanimous. Such wide- 
spread display campaigns also emphasize the extensive 
distribution of a product which helps to secure new 
dealers, as well as new customers. . 

Considering, then, the quantity and the quality of 
the circulation, as well as the ability to control the 
placing of the circulation, if desired, to concentrate 
on a certain territory that may be considered weak and 
in need of bolstering up, it is readily seen that the 





Another Adaptation of Manufacturer's Display Helps, by Paul Lupo, Ville de Parts, Los Angeles, Cal. 
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Prize Display by M. Wolfson for Baer Bros. & Prodie, Chicago. 


smaller manufacturer has the same advantage as the 
large national advertiser in that he can gain full repre- 
sentation where it is desired, with no liability to waste 
circulation. 


Material Must Be Appropriate 


The entire success of a dealer campaign depends 
upon the effectiveness of the display material, the de- 
signing of which should be put into the hands of those 
who have made this their specialty. They will co- 
operate with the advertising manager or advertising 
agency, analyzing the advertising, merchandising and 
selling phases of each particular product, so as to in- 
terpret the advertising message in a display piece that 
will reach out and grip the attention of the passer-by 
in counter cards that will add momentum to the sales 
possibilities at the point where the buyer, seller and 
product meet. 

Importance of Design 


The design is very important. It should aim to 
completely sell the customer in the shortest time, rely- 
ing on the picture to compel attention and deliver the 
message with a minimum of copy. 

The method of handling the design is also impor- 
tant. The large national advertisers are more and 
more adopting the poster style of art, which adapts 
itself to the use of bright and contrasting colors needed 
in this type of advertising, and lends itself to sim- 
plicity in treatment. 

It requires a different technic from the magazine 
ad, which is read at an average distance of fifteen 
inches—the purpose of the display card being to carry 
the furthest distance possible, for which the poster 
style is most suited. 


In planning a campaign, first consider all the fac- 
tors necessary to make it one that will satisfy the 
greatest possible number of dealers. Then supply the 
dealer with all the reasons possible for using it; let 
the dealer feel that he is inaugurating this campaign ; 
get his co-operation through the salesman or dealer 
service men, securing a favorable expression regarding 
the proposed display. 

Remember that the space in this valuable medium 
is yours if you but supply the dealer with the kind of 
material that will increase his store prestige. This kind 
of material never costs too much, but pays for itself 
many times over, adds credit to the general advertising 
that has preceded it, as well as reflects favorably the 
quality of the product that is displayed alongside of it. 
The best possible material, then, or none at all! 





KNITTED OUTERWEAR BUREAU INTRODUCES 
SELLING SERVICE 


“How to Sell More Knitted Outerwear,” a book of re- 
cent issue and published by the Knitted Outerwear Bureau, 
is a helpful series of practical and adaptable ideas on mer- 
chandising, advertising and selling. 

It serves as an important bit of manufacturer co-opera- 
tion with the merchant and features departments de- 


voted to newspaper advertising, sales talks and window 
displays. A free mat service consisting of up-to-the- 


minute illustrations of knitted underwear for newspaper 
use is a great benefit as well as the series of window cards 
also included. 

While no attempt is made to discuss the theory of win- 
dow display, there are listed however, suggestions relative 
to the proper tie-up of manufacturer material. In this con- 
nection, attention is called to the photograph service at 
the disposal of dealers, showing a variety of attractive 
and selling displays. 
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The Manufacturer's Interest in Display 


Tremendous sales power of window display accepted by all progres- 
sive producers—What some leading organizations are doing 


By T. J. YOUNG 
Advertising Specialist, Philadelphia 


MOVHE directors of the California Associated 
Raisin Company have just announced in detail 
their advertising budget for the year begin- 
ning September, on Sun Maid Raisins. The total ex- 
penditure, which will run over $2,520,000, has been 
carefully allotted for various forms of consumer ap- 
peal in the United States, Canada and Europe, and 
nothing seems to have been overlooked. 

One or two of the items in the budget are of special 
interest of The DISPLAY WORLD’S readers. 
Under the head of window displays there has been 
appropriated $100,000; for dealer service, which 
mebraces quite a broad field, $25,000; for demon- 
strations and general expenses, $100,000. 

General Manager F. A. Seymour says: “We con- 
sider this budget the most complete and best arranged 
we have ever compiled.” He is right. 

The district managers of the California Raisin Co. 
have always been strong for window displays as part 
of the advertising tie-up. They are going to go 
stronger on this phase of sales promotion during the 
ensuing year. An interesting angle is the manner in 
which the big display drive which forms part of the 
Fall campaign is to be handled. 

An executive of the organization states that more 
than 250 salesmen of the company will take a short 
“vacation” from sales work after the trade has been 
stocked in anticipation of the advertising.” They will 





devote all of their time for a definite period to display 
and demonstration work, and make no attempt to sell 
goods. They will also see that the now familiar “Had 
Your Iron Today?” shelf strips are liberally used in 
the stores covered; and, moreover, these men will not 
concentrate their efforts on the stores situated within 
the so-called dominating markets—the cities. Most of 
the men are to be assigned to cover the dealers in small 
towns, villages and outlying points not usually touched 
to any important extent by most manufacturers seeking 
window displays and demonstrations. 

The city dealer has been consistently covered right 
along, and it is expected that he will put in displays and 
agree to demonstrations without much soliciting work 
being essential. The plan in mind is to secure maxi- 
mum coverage of the available field. The California 
Associated Raisin Co. has earned a reputation for crig- 
inal and sales-building ideas; the five cent package in- 
troduced last year being an outstanding example of an 
almost overnight sales success in addition to the normal 
increase of business through the regular channels. The 
results of this year’s efforts should make interesting 
reading. 

While there are all too many concerns in the na- 
tional field who seem to be overlooking the value of 
the window display and window demonstration as 
assets in sales promotion plans, there are a great many 
who know their value and use them to the full. 
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Prize Display by Bruce Phoenix, Crook-Record Co., Paris, Texas 
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When A. Stein & Co., Chicago, makers of Paris 
Garters for men and Hickory Garters and waists for 
children, lay plans for their newspaper advertising at 
stated intervals, they supply a neatly printed card to 
their dealers on which may be filled out the exact size 
of space available and kind of display required. The 
result is, that when this concern releases its advertising 
it has a lot of window displays throughout each city 
tieing up, and these include many of the best stores, 
too. This company is solid for window display, and 
its increasing success is well exemplified in the fact 
that in 1917 advertising appeared in only 75 cities and 
has been gradually increased until today it has sched- 
uled advertising in 344 cities and is providing window 
display material of a high order for dealers in those 
cities. 

The Djer Kiss Campaign 

Alfred H. Smith & Co., New York, got out a fine 
example of good art work and good lithographing for 
their Djer Kiss, not so long ago, to be used in conjunc- 
tion with an advertising campaign embracing a number 
of dominating markets as well as national media. We 
recall that hundreds upon hundreds of these displays 
were in demand almost overnight, and, needless to say, 
sales of Djer Kiss goods showed a healthy increase in 
a short time. 


Colgate Material of High Character 


Colgate & Co. never have any trouble in securing 
dealer windows, because they always have good ma- 
terial to offer. The famous “Red Bathrobe Boy” dis- 
play is still to be seen in many windows. Many manu- 
facturers could with profit take a leaf out of the Col- 
gate book when it comes to window displays. 

Department stores are often characterized as being 
opposed to the exclusive featuring of branded products 
in window displays. While there is sound basis for 
such a stand in many instances, due primarily to the 





Display by W. Bartikoski for Silberstein & Bondy, Duluth, Minn. 


heavy demands of many departments and thousands 
of items on even the many windows usually available, 
we find that department store executives are just as 
ready as any other type of merchants to give proper 
window space to the article or line deserving it. Many 
examples might be quoted, but one will suffice. 


The week between Christmas and New Year is 
usually a quiet one, necessitating sharp “clean-up” of- 
ferings to bring womenfolk in. Many eastern depart- 
ment stores, particularly, now use this week for a 
“Palm Beach” or Florida Week exposition of styles 
or necessities for the annual migration to that increas- 
ingly popular State—at least in winter. A. Migel & 
Co., New York, featured their Moon-Glo Silk heavily 
about this time, secured the co-operation of many de- 
partment stores in the various cities in which they 
scheduled the advertising, and all cashed in on the 
effort. Gimbel Brothers, Philadelphia, gave Moon- 
Glo Silk and gowns of Moon-Glo Silk an entire main 
window, with similar displays taking in the entire main 
aisle of the woman’s outer garment department. 


We might go on and fill an entire issue of The 
DISPLAY WORLD on the subject—an_interest- 
ing one from the standpoint of an advertising or dis- 
play man. A casual glance over windows in the down- 
town residential sections of any fair-sized city will 
show how this dealer tie-up is spreading. Note par- 
ticularly how the manufacturers of electrical household 
appliances have gone into window displays in a big 
way, a development constituting material for an exten- 
sive story and evidencing the fact that the field for 
artists, display men and manufacturers of display ma- 
terial is broadening with great rapidity. 





The Association of Commerce, the Business Men’s As- 
sociation and the newspapers of the city are collaborating 
in the plans for the Fall Buyers Convention, scheduled in 
New Orleans for the early October. 
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KOTEX DISPLAY CONTEST SHOWS POSSI- 
BILITIES OF NATIONAL DISPLAY 
CAMPAIGNS 


ONSIDERABLE interest has been evidenced 
in the Kotex Window Display Contest, con- 
ducted by the Cellucotton Products Co., Chi- 

cago, closed recently following a splendid success 

which manifested itself immediately from the opening 
date of contest, six months ago. 

The Cellucotton Products Co. is to be congratu- 
lated along wjth the prize winners. The former or- 
ganization evidenced true appreciation of the power 
of selling through the merchant, and further realized 
the tremendous advantages to be afforded in any sell- 
ing campaign through the co-operation of the display- 
man. The great success of this recent contest, which 
placed a new product on the market and immediately 
made for it a permanent place in thousands of stores 
throughout the country, is but further evidence of the 
value of marketing through the display window. 





A. B. Taylor Praises Display 


A. B. Taylor, general sales manager of the Cellu- 
cotton Products Co., is most enthusiastic concerning 
the great experiment which in a few brief months 
stabilized his product and created a national demand 
for it. He endorsed the program adopted by The Dis- 
play World as included in its platform which advo- 
cates manufacturer and dealer co-operation and calls 
for selling through the merchant, not to him. 

The judges in the Kotex contest were: George J. 


Cowan, president Koester School of Window Trim- 
ming ; A. B. Taylor, general sales manager, Cellucotton 
Products Co., and Wallace Meyer, secretary, Charles 
F. W. Nichols Co., general advertising. 


A list of. winners and classifications follow: 


-Dry Goods and Department Stores 
In Cities Over 25,000 


First Prize, $100—Wm. Frear & Co. Troy, New York, 
Display manager, Charles H. Bailey. 

Second Prize, $75—Robert Simpson Co., Toronto, On- 
tario, Can. Display Manager, Edward P. Burns. 

Third Prize, $50—W. F. Gable Company, Altoona, Penn- 
sylvania. Display Manager, Joseph F. Herbert. 

Fourth Prize, $25—The Killian Company, Cedar Rapids, 
Iowa. Display Manager, M. H. Luber. 
Fifth Prize, $10 (tie)—Saul Wolfson Dry Goods Co., San 
Antonio Texas. Display manager, Matt Markusich. 
Fifth Prize, $10 (tie)—The People’s Store, Charleston, W. 
Va. Display manager, M. L. Hoffstadt. 

Fifth Prize, $10 (tie)—H. C. Prange Company, sana 
Wis. Display manager, John P. Wissink. 

Sixth Prize $10 (tie)—Herman R. Hertel Company, Pasa- 
dena, Cal. 

Sixth Prize, $10 (tie)—Louis Traxler Company, Dayton, 
Ohio. Display manager, Henry W. Lins. 

Sixth Prize, $10 (tie)—Young and McCombs, Rock Island, 
[ll. Display manager, C. W. Schearer. 

Sixth Prize, $10 (tie)—Radin & Kamp, 1935 Tulare Street, 
Fresno, Cal. Display manager, Con W. Lynn. 

Seventh Prize, $10 (tie)—Saul Wolfson Dry Goods Co., San 
burg, Vir. Display manager, Harry Kroskin. 

Seventh Prize, $10 (tie)—Saul Wolson Dry Goods Co., San 
Antonio, Texas. Display manager, Matt Markusich. 

Seventh Prize, $10 (tie)—Miss Gaffney’s Corset Shop, 
Utica, New York. 











«Prize Winner in Kotex Contest, by J. C. Weigand, The Leschesky Co., Great Bend, Kans. 
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Dry Goods and Department Stores 
In Cities Under 25,000 


First Prize, $100—Smith-Metzger-Wright Company, War- 
ren, Pa. Display manager, Newton R. Spinney. 

Second Prize, $75—Sturgis-Goldenstein Company, Taylor, 
Texas. Display manager, H. G. Rose. 

Third Prize, $50—Lischesky Dry Goods Company, Great 
Bend, Kan. Display by J. G. Geigand. 

Fourth Prize, $25—H. W. Read Department Store, Coffey- 
ville, Kans. Display by R. K. Belt. 

Fifth prize, $10—Skud & Goldman, Bessemer, Mich. Dis- 
play manager, A. D. Liptak. 

Sixth Prize, $10—W. H. Wright & Sons Co., Idaho Falls, 
Idaho. Display manager, R. B. Williams. 

Seventh Prize, $10 (tie)—Geenen Dry Goods Company, 
Appleton, Wis. Display manager, Edgar Lamble. 

Seventh Prize, $10 (tie)—John Lersch Company, 525 Broad 
Street, Elyria, O. Display manager, W. H. Stuntz. 

Seventh Prize, $10 (tie)—Peoples’ Warehouse, Pendleton, 
Oregon. 

Seventh Prize, $10 (tie)—Iseman’s Department Store, Har- 
risonburg, Va. Display manager, I. Iseman. 


Winners in Drug Store Fields 
In Cities Over 25,000 


First Prize—Dores Pharmacy, 71 S. First Street, San Jose, 
Cal. Display manager, W. A. Hadden. 


Second Prize—England & McCaffrey, Inc., 188 Genessé 


Street, Utica, N. Y. 

Third Prize—Owl Drug Store, Sixth and Broadway, Los 
Angeles, Cal. Display manager, A. E. DeWolf. 

Fourth Prize—Liggett’s Drug Store, Binghampton, N. Y. 
Display manager Glenn A. Lee. 

Fifth Prize—Owl Drug Store, Fifth and Spring Streets, 
Los Angeles, Cal. Display manager, Harry Gleaner. 

Sixth Prize—Grand-Olive Drug Store, 3600 Olive Street, 
St. Louis, Mo. Display manager, John Wood. 


Seventh Prize (tie)—Cunningham Drug Store, 550 Wood- 
ward Avenue, Detroit, Mich. Display manager, Charles 
Ely. 

Seventh Prize (tie)—DeFrehn’s Pharmacy, 1112 Tower 
Avenue, Superior, Wis. 


Winners in Drug Store Fields 
In Cities Under 25,000 


First Prize—Newcomb & Matthews, 213 West Adams St., 
Creston, Iowa. Display managers, G. A. Sherwood, O. 
S. DeBord. 

Second Prize—John B. Christgau, Owatonna, Minn., Dis- 
play manager, R. H. Staley. - 

Third Prize—Sheldrup’s Pharmacy, Stoughton, Wis. Dis- 
play manager, Fritz C. Kroken. 

Fourth Prize—Matthiesen Drug Co., 713 W. Second St., 
Hastings, Neb. Display manager, W. J. Brenneman. 

Fifth Prize—Kilburn’s Drug Store, 233 Main Street, Olney, 
Ill. Display manager, Dale G. Kilburn. 

Sixth Prize—Central Pharmacy, Fourteenth and Broad, 
New Castle, Ind. Display manager, A. P. Scott. 

Seventh Prize—Permott Drug Company, Dermott, Ark. 
Display managers, W. F. Allen, R. M. Hoke. 


Following is a list of windows which, in the opin- 
ion of the judges, were deserving of particular men- 
tion: 

Smith-Metzger-Wright Company, Warren, Pa. Display 
manager, Newton R. Spinney. 
Cody Trading Company, Cody, Wyo. Display manager, 

O. A. Kerrigan. 
The Fair Savings Bank Department Store, Escanaba, Mich. 

Display manager, A. L. Leydig. 

The Knebler Company, Decatur, Ind. Display manager, 

Frank Barthel. 

Schuette Brothers, Manitowoc, Wis. Display manager, 

Charles A. Cizek. 

The Szold Store, Kewanee, Ill. Display manager, Ear] 

R. Fox. 
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Effective Furniture Display by The Poindexter Furniture & Carpet Co., Houston, Texas. 
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SHOW WINDOWS OF THE WORLD 


Seing is believing in business. Merchandise of 
whatever sort never has a fair chance until prospec- 
tive purchasers have opportunity to look at it, to 
judge its quality and to test its usefulness. Above 
all things, the merchant wants his customers to see 
his goods, which he displays to every possible ad- 
vantage in his store. Not even the spoken word 
has the authority of eyesight in the demonstration 
of the beauty, desirability, utility and durability of 
the manufacturers of the world. 

The nations of the world all know this funda- 
mental necessity of trade and commerce generally, 
and not long ago, not only national, but interna- 
tional exhibitions of products came into vogue for 
the display and comparison of national products of 
all peoples. Notable American business events of 
this character were the Centennial Exposition at 
Philadelphia in 1876, and the magnificent World’s 
Columbian Exposition in this city in 1893. No busi- 
ness event ever attracted such world-wide interest 
and attention as the latter. 

These remarks are inspired by the International 
Chamber of Commerce (Paris) list of fairs and ex- 
hibitions for the latter half of 1922, and a prelim- 
inary list for 1923, 1924, 1925, 1926 and 1930. For 
the 1922 period indicated, there are 25 for July,27 for 
August, 35 for September, 14 for October, 6 for 
November and 2 for December. The universality 
of these trade events may be gathered from the fol- 
lowing countries, in which they have been or are 
to be held: Central America, Denmark, Great 
Britian, Germany, Sweden, Czecho-Slovakia, United 
States, Switzerland, France, Algeria, Belgium, 
Hungary, Corsica, Russia, Mexico, Roumania, Can- 





How Clem Kieffer Tied Up Tite Kleinhans’ Window witi. Buffalo Police Festival. 


ada, Netherlands, Austria, Argentina, Costa Rica, 
Chile, Java, and the Transvaal. The cities in which 
some of them are to be held are: Copenhagen, 
Moscow, Gothenburg, London, Baltimore, Geneva, 
Dresden, Chicago, Berlin, Naples, Genoa, Antwerp, 
3udapest, Hamburg, Mexico City, Bucharest, Tor- 
onto, Rottendam, Buenos Aires, Prague, Rio de 
Janeiro, Lauzanne, Vienna, Trieste, Lucerne, Paris, 
New York, Lyons, Brussels, Barcelona and Ban- 
doeing. 

These names are sufficiently wide-spread to 
show the business activity which exists over the 
world. Most of the fairs are general in their ex- 
hibits ; but some of them give especial attention to 
particular branches of trade. A few of them are 
automobiles, bakers’ products, agriculture, women’s 
work, jewelry and clockmaking, fishing, applied 
arts, dairy articles, shoes, vinegrowing, foodsstuffs, 
music, housing and housebuilding, confections, furri- 
iture, drugs, paper, furs, leather, flying, live stock, 
raw materials, hotel installations, fire-fighting ap- 
paratus, groceries, photography, liquid fuels, medi- 
cal equipment, textile machinery, radio, fruits and 
marine exhibits. 

It is a business world in which we move and 
have our being. The lives of individuals, their com- 
forts, the prosperity of nations, the industries, the 
travel, the conveniences, the necessities, the govern- 
ments, the charities, the religions, the educational 
institutions of the world live upon and have their 
strength and power founded upon the business and 
the savings which are business profits. Everywhere 
the races and peoples of every quarter of the globe 
find in business, business sense and business stability, 


—Chicago-Journal of Commerce. 
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Display of Yesterday and ‘Today 


Idea of display centuries old—With evolution of display art came the 
wonderful business development which prompts the spending 
of millions that merchandise may be displayed 


By JEROME KOERBER 
Director of Displays, Strawbridge & Clothier, Philadelphia. 


JHE display in window and store decoration 
AM is acknowledged in trade circles today as 
_} an essential aid to building up retail busi- 
ness, and no kind of advertising excels the proper 
and correct display of merchandise. The method 





of placing on view the wares of the shop, dates 
back to the far East, centuries ago, when booth- 
like places were constructed in front of the homes, 
and on rods and cords the natives of the Orient 
hung their fabrics, and the grouping of these booths 
with open fronts, as there was no thought of win- 
dow building in ‘those days. 

These grouped booths form bazaars where 
the public met, and the passerby was attracted by 
the showing of the goods which created a desire or 
wish to possess, and so the customs gradually grew 
through the years, up to our modern windows in 
front of rooms or buildings now called shops and 
stores, and during the last decade the writer has 
seen wonderful transformation in the business. 

The reason for this is easily explained. Many 
millions of dollars are spent every year in advertis- 





Prize Display by W. W. Yeager, Bloomington, IIl. 
ing—how many can only be guessed at, but one 
thing is certain—a tremendous amount of money 
is invested each year in publicity intended to sell 
goods of every description. This money is spent 
in newspaper, magazines, catalogues, circulars, bill- 
boards, posters, street car cards, and many other 
ways including show windows. 


And of all the many mediums employed, the 
show window has been proven the most direct and 
economical means of selling. Vast sums that were 
formerly spent in other forms of publicity are now 
spent in the quicker, surer way, of making sales 
through the show window. But a few years ago 























window decorators were employed only by the lar- 
ger retail stores. Today every store of any im- 
portance has a window decorator or display 
manager, 

The supreme test of merit in the show window, 
is that it will advertise and sell goods; a window 
properly decorated, well proportioned, with har- 
mony, ornament, color, size and symmetry each 
having received proper attention, will, without 
doubt, prove a successful, forceful silent salesman 
and result in the selling of the display goods. 

Let us say from the start, that the public in 
general must not be underestimated as to their 
knowledge of properly and attractively displayed 
goods, and while they cannot all be classed as 
critics, yet a large host of them have an eye for 
the beautiful, for goods properly shown or dis- 
played, draped or grouped, along artistic lines, can’t 
help but attract and hold the attention of the most 
casual viewer, and this is proof enough that the 
general public appreciates good displays. 

We are free to say that with the proper in- 
formation obtained these days, you may fit yourself 
to do some real things in the art of display. 
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The authentic and correct information regarding 
any display can be easily obtained through the var- 
ious channels, particularly in the trade magazines. 
It is therefore advisable for the beginner especially, 
to study the work of the experienced decorators. 











Display by W. R. Harre, Maas Bros., Tampa, Fla. 


While they do not have to be authorities in the 
matter, it is a good policy to study the various 
methods which are employed by the different men 
throughout the country. Such information is val- 
uable, particularly to the man who is trying to 
forge ahead in his profession. 





WINDOW CONTEST TO PROMOTE INTEREST 
IN DAIRY CONVENTION 


A window display contest in which hundreds of stores 
will take part, is scheduled for St. Paul, during the week 
of October 7, and sponsored by the St. Paul Retailers Sub- 
Division, the National Dairy Association. The event will 
be held during the convention of the National Dairy 
Association, and $500 in prizes will be awarded. 

There will be three classifications, one to include dry 
goods stores, men’s furnishings and tailor shops, shoe 
stores and drug. stores; another to include grocery stores, 
and a third ‘hardware stores. Points will be scored on the 
following basis: Proper lighting, 10 points; cleanliness, 
15 points; color scheme, 25 points; advertising or selling 
power, 25 points; arrangement, 25 points. 

Judges of the contest have been announced as follows: 
B. J. Millward, display manager, Mannheimer Bros., St. 
Paul, and ex-president of the I. A. D. M.; Howard E. 
Bartlett, display manager, The Golden Rule, St. Paul; A. 
G. Monroe, display manager, Schuneman & Evans, St. 
Paul, and P. F. Bohen. 





“WEEK OF WONDERFUL WINDOW DISPLAYS” 
FEATURES SEASON AT BUFFALO 


Beginning Monday, August 11, and continuing through- 
out the week, the members of the Retail Merchants As- 
socation of Buffalo, collaborating with the Buffalo Asso- 
ciation of Display Men, conducted a series of merchan- 
dising events under the novel caption or slogan “A Week 
of Wonderful Window Displays.” 

Early reports indicate that Buffalo has never witnessed 
the like and merchants who had hitherto neglected to an 
extent the display windows are enthusiastically proclaim- 
ing the fact that through appropriate display as employed 


during the opening days of the “display week” a most 
pronounced affect-has materialized. 

In urging the full co-operation of all merchants in this 
great business and civic movement Clement Kieffer, Jr., 
display manager for The Kleinhans Co., and a leader in all 
display activities of Buffalo, brought before the merchants 
the fact that regardless of store location appropriate win- 
dow display would greatly increase sales. He also ad- 
vised those in the so-called best location to take full ad- 
vantage of the sales possibilities by obtaining maximum 
display efficiency. . 

Plans for the week were in charge of the following 
display men: Clement Kieffer, Jr., The Kleinhans Co.; 
Chas MacGearnin, M. J. Leo Inc.; Elwyn McEachnie, 
Jahraus-Braun Co.; E. P. Browder, The Surprise Store; 
Harry VanWie, Victor’s, Inc.; Charles Leech, Robert S. 
Weed Co.; E. E. McCloskey, Week & Co.; William Am- 
borski, Frank Winch Co., Inc., and Charles Hass, Kobacher 
& Co. 





“BILL” REED, DIRECTOR OF DISPLAY 
AT BEDELL’S CHICAGO STORE 


William Reed, one of the best known display men of 
the profession, has been selected by the executive office 
of the A. M. Bedell Co., New York, to direct the display 
department of the newest Bedell Store, soon to be opened 
at the corner of Monroe and State Streets, Chicago. 

Mr. Reed’s decision to discontinue with the line of 
Leon Myers, artificial flowers, just before the close of the 
recent I. A. D. M. convention, caused considerable interest 
among men who have welcomed him on his regular sea- 
sonal trips. The secret is now out and “Bill” has the best 
wishes of a host of friends. 





MENDEN, NEB., ON DISPLAY MAP 
A. S. Ruth, display manager for The Golden Rule, 
Menden, Nebraska, has been announced as one of the win- 
ners in the recent display contest conducted by the Scholl 
Manufacturing Co., Chicago. 





Display by L. R. Brunswick, 
Lightbody-Wingate, Superior, W1s. 


BIG STORES CO-OPERATE IN 
ELABORATE FASHION SHOW 


The Fall Style Show of St. Paul, Minn., observed during 
the week of September 9, was one of the greatest events 
of its kind ever presented for public inspection. Collabor- 
ating in the splendid program were the biggest and best 
stores of the city, each contributing to the success of the 
event. Stores taking prominent part included: Mann- 
heimer Bros., The Golden Rule, Field & Schlick, The Em- 
porium, Bannons, Schuneman & Evans, Husch Bros. and 
Atkinson’s. 
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Period Influence in Window Furniture 


General evidence of period art in fixtures and decorative appointments 
suggests importance of the displayman’s knowledge of the subject 


By J. C. KOTZ 


Special Furniture Designer, Chicago 






aew] F great importance, and in fact an absolute 
Se, essential in the ability of the display manager, 
LOS is the knowledge of the periods. The director 
of the modern display department is more than a busi- 
ness man; he is that and more, since he is an artist, a 
decorator, a demonstrator of creative ability ; and, just 
as the builder must first have his foundation in order to 
build substantially, so also must the display man, if he 
is all that.the term implies, build upon a correct foun- 
dation if his work is to pass the keen judgment of 
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Modern Adaptation of Old Italian Art as Evidenced 
in Furniture. : 


discerning critics. The foundation of display can not 
be perfect without knowledge of the periods. 

It is not to be assumed that by knowledge in this 
case is meant a complete mastery of the theoretical 
intricacies and the ability to perfectly create and con- 
struct, but rather does it mean that acquaintance with 
the periods sufficiently capable to guide us in the cor- 
rect applications of the principles. Rather should a 





An Artistic Bench for Window Purposes. 


display man avoid at all times the influence of period 
decoration than to incorrectly employ it. 

During the fifteenth, sixteenth and seventeenth 
centuries the Italians built their buildings of stone, 
with rough plastered walls ornamented with frescos 
of mural paintings. Their lighting fixtures were of 
wrought iron in the forms of brackets and baskets 
which held torches or candles. Frequently the walls 
were hung with fine tapestries and the floors were of 
vari-célored marble, set-in pattern design. 

These rooms were sparingly furnished, the furni- 
ture consisting of large oak or walnut chests which 
were used for packing tableware, armor and other 
forms of fighting equipment. Chairs were mostly of 
walnut ornamented with mountings of wrought iron, 
while the tables were of great length, made of oak, 
and frequently ornamented. 

These modes of decoration, the period to which 
these things belong, have inspired the architects of 
today, and not infrequently do we find homes in which 
decorative treatment and furniture are carried out in 
true fashion following the earlier Italian period. 

The display man, a student of periods and all 
things affiliated with his profession, is using, and has 














Table with Ornamented Base and Circular Stretcher. 


been employing for some time, decorative pieces and 
fixtures taken and fashioned after the true period deco- 
rations of long ago. Today we find not infrequently 
beautiful displays centering about an exquisite setting 
of the Italian period of the sixteenth century, with 
great wrought iron doors, balustrades, grilled caen 
stone walls and marble floors. 

In display work, however, a certain amount of 
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Special Chair Presenting 
Hand-Carved Appearance. 


modern decoration and feeling is usually introduced 
along with the decorative embellishments of the Old 
World. 

Bench illustrated has two legs and is embellished 
with a tassel and shaped stretcher; the flat plinth feet 
are of wood and finished in marbleized effect. The 
grill scrollwork is made of five-ply wood and may be 
finished in wrought iron, antique gold, silver or copper. 
The top, with its carved roll edge, can be walnut or 
marbleized finish. 

The arm bench has a similar base to the one pre- 








Millinery Stand Carried Out 
with Same Decorative Influence 
as Furniture Possesses. 


| 
A Distinctively | 

Attractive 1 A 
Draping Stand. 5 




















viously described, but in addition has graceful roll 
arms that carry the same tassel as previously men- 
tioned. The table is of the same general design, 
with, an ornamental base and circular stretcher. The 
top, which is round, has four carved roll edges of 
equal spacing all around and may be finished in walnut 
or marbleized. 

The chair of high back type presents the appear- 
ance of hand carving and is ornamented with head- 
piece and also carries throughout application of tassels 
and stretcher. 
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Advertising the Bank Thru Display 


How I sold the idea of bank window displays and inaugurated a novel 
method of co-operating with the bank customers 


By JESSAMINE HOAGLAND 


Mgr. Savings Dep’t and Display Director, National City Bank of Chicago 


ANKS are corporations organized for 
profits. They are not philanthropic institu- 
i tion. Yet, why did bankers of the past 
make it so difficult to learn of banking methods? 
Perhaps the ease and simplicity with which one 
could open the savings account had much to do with 
the evident inattention to what has today become 
a tremendous influence in the banking business. 





Evolution of Bank Display 

It was but a few years ago that all banks were 
designed with heavily barred windows—and fre- 
quently there were no windows on the street level, 
and passersby had no vision of the banking rooms. 
This condition is undergoing a radical change and 
bankers are awakening to the realization that they 
have something to sell, that others are selling a 
similar commodity, product or service, and that 
merchandise or service to be sold must be adver- 
tised and brought to the attention of the prospective 
buyer. Today, bankers are employing many of 
the publicity plans and methods so successful in 
retail mercantile establishments, and playing an 
important role with the assurance of its becoming 
the bank’s most potent sales factor is the window 
display. 

So far-reaching is this change of policy that 
many bank buildings are being remodeled to per- 
mit of appropriate display facilities, and letters 
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reach me almost daily from other banking insti- 
tutions soliciting information relative to proper dis- 
play window dimensions, materials needed, proper- 
ties to be employed, where to purchase this or 
that essential or embellishment and for details con- 
cerning some of our window displays which have 
created interest in banking circles throughout the 
country. And, the most frequent inquiry must be 
mentioned—“where do you get your ideas,” to 
which I cannot answer. 


Ideas just present themselves—every minute of 
the day presents new viewpoints, new material, 
which may be worked into an appropriate display 
telling the public of the benefits to be derived from 
systematic saving; why they should use our Trust 
Department; the advantages of a checking account, 
or why they should purchase now high-grade bond 
issues at attractive rates of interest. 


Our window displays have really evolved from 
“nothing.” When we first moved our Savings De- 
partment to the ground floor we had heavy iron 
bars on the windows—looked just like a jail. There 
was one good feature, however; the windows had 
no backs, and, despite the bars, people would stop 
and look in to see what was going on in our lobby, 
and every day as I watched these people it was 
brought to me more clearly that we should be using 
that window space to sell our products. 


THIS Bui. DING 
COVERED WITH 


How Miss Hoagland co-operates with customers of The National City Bank 4 C ime 
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The windows were not designed primarily for 
display purposes, but if I were to build windows 
today I would not build backs to the display space. 
There is an attraction about a bank window which 
allows the passerby to see the entire lobby, and 
nowadays, in watching the crowds viewing our 
window displays I notice that almost invariably 
after studying the display the people will raise their 
eyes and look into the banking room, and, of course, 
in many instances they retrace their steps to the 
entrance and come in to open an account. This 
view of the lobby gives them an opportunity to 
become familiar with our location and layout. 

I first persuaded the officers to allow me to put 
small black signs with white celluloid letters in the 
window. A little later little illustrations were added 











t 


to these signs, and we found the people stopped to 
read anything we placed in the windows. Our first 
real window display was called “Mechanism of this 
Bank,” and showed all the machines used in our 
daily work for accuracy and efficiency in caring for 
the business of the depositor, and it also outlined 
the mechanism of the law for the protection of the 
depositor. 

When I first presented my ideas about this dis- 
play some of the officers were inclined to think that 














Co-operating with the Advertising Agencies 


the people would not be interested in anything so 
prosaic as an adding machine, a coin counter or a 
check protector, but they were willing to let me try 
it, and it was so successful that I have never been 





Booth of National City Bank of Chicago at recent Convention of Bank Executives, Chicago 
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obliged to “sell” the idea again. Manufacturers and 
dealers, of course, were willing to lend us, for dis- 


play, new equipment such as we were using 


throughout the bank. A card placed on each ma- 
chine explained its use, and the windows were 
crowded all day. At this time the bars were on the 
windows, but they have since been removed, and we 
now have eleven windows on the street level, all 
of which are used for display purposes. 

Made 350 New Savings Accounts 

The window to which we traced directly the 
greatest number of accounts was built around the 
“Save for a Home” idea. A little cottage, electri- 
cally lighted and furnished throughout, was placed 
at the top of a moss-covered hill. The path lead- 
ing up to the cottage was paved with nickels and 
the riser of each step was a small metal bank. This 
bank, which is in the shape of a small book, had 
never been used by us before, and from this display 
we opened more than three hundred and fifty sav- 
ings accounts. The idea has since been used by 
banks all over the country. 

We have recently established what we term 
“Co-operative Industrial Advertising.” We allow 
our commercial customers to use our windows to 
display their own products. The space is assigned 
for two weeks to a certain customer, who installs 
his own displays, and, of course, furnishes his own 
material. A sign across the back of the window 
reads: “Industrial Displays by Customers of the 
National City Bank of Chicago,” and a small sign 
reads: “It is the aim of this bank to render service 
of definite value to our customers, and to further 
our mutual interests we have established this 
method of co-operative industrial advertising, and 
donate our window space to our customers for dis- 
play purposes.” 





Party display by John T. Mackey for Herpolsheimer’s, Grand Rapids, Mich. 






We endeavor to make our window displays 
seasonal and educational. For instance, during Fire 
Prevention Week we showed the apparatus which 
should be installed in homes, factories and offices 
for fire prevention, and also the danger to children 
who were allowed to play around bonfires. Some 
of these displays were not what would be termed 
“selling windows,” but it does place the bank on the 
map and every one in Chicago has come to know 
the National City Bank of Chicago as the Bank at 
Dearborn and Monroe Streets, which has attractive 
window displays. 


POSTER CONTEST IN CONJUNCTION 
WITH L. S. AYRES JUBILEE 


A poster contest to be participated in by artists of In- 
diona, or those who were born in Indiana, will be con- 
ducted by the L. S. Ayres & Co., Indianapolis, until Oc- 
tober 1, in-an effort to get a poster which will become the 
official symbol for the celebration of the golden anni- 
versary soon to be observed by this great mercantile es- 
tablishment. 





MILWAUKEE DISPLAYMAN COMPLIMENTED. 
BY ADVERTISING AGENCY HEAD. 


Display Manager Brye, of Gimbel’s, Milwaukee, is the 
recipient of a high tribute in a letter of William H. Rankin, 
president of The Rankin Advertising Agency, Chicago, 
and addressed to V. M. Pace, sales promotion manager 
of the Gimbel organization in Milwaukee. 

The letter, unsolicited, came following Mr. Rankin’s 
visit to Milwaukee on the occasion of the recent Adver- 
tising Convention, and reads in part: 

“You are to be complimented on the cleanliness of your 
store and simplicity or arrangement of your merchandise, 
the courtesy of your clerks and department managers, 
and the man in charge of you? window displays. Your 
windows are beaut:ful.” 

Mr. Brye is an artist of considerable genius and his 
displays have continually attracted attention, having won 
many prizes in window display competition. 
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FE. Leo Harris artistically links silk showing with feature film play 


RIECIENT experience of great importance, inso- 
A far as it clearly demonstrates a new line of 
tie-up, was successfully conducted in Wichita, Kans., 
recently, when the Rorabaugh Dry Goods Co. collabo- 
rated with the Wichita theatre. 

The experiment materialized following the re- 
ceipt of an exclusive fur shipment at the Rorabaugnh 











store, where E. Leo Harris directs the display de- 
partment. At that time the theatre was on the eve 
of a presentation of Marie Provost in “Her Night 
of Nights,” and it was in this connection that the 
idea of “tie-up” presented itself to the display 
director. 

Immediate appointment was made with L., D. 
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Fashion review staged by Mr. Harris in Wichita Theatre, Wiciuta, Kans. 
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Unidentified I. A. D. M. winning photograph 


Balsly, manager of the theatre, and plans quickly 
formulated, whereby, a fashion review or style 
promenade, featuring the exclusive models would 
be presented. The photographic illustration tells 
the story. 


The artistic effects were the conceptions of Mr. 
Harris, who among his models, employed some of 
the finest artists of Wichita. Linking up with the 
lobby and newspaper advertising of the theatre, Mr. 
Harris devoted a large window in which the fash- 
ion review and the feature picture, “Her Night of 
Night,” received equal prominence. 


This was but one of a series of successful store- 
theatre tie-ups, carried out during the recent season 
by Mr.-Harris. One of almost equal importance 
was the silk display used in conjunction with appro- 
priate advertising featuring Mae Murray in Pea- 
cock Alley. The second illustration evidences the 
neatness and strength of this conception. Other 
tie-ups included such film plays as “French Heels” 
and “Facination.” 


Mr. Balsly, manager of. the Wichita theatre, 
speaks most enthusiastically of this form of co- 
operation with its resultant spirit of partnership as 
the theatre man is wont to express it, and he fur- 
ther states that during these events the box office 
showed a steady and substantial gain in patronage 
each day with a great number of new patrons, not 
regularly attending. 





Ideas make a business. But dont forget that ideas 
are born of brains—of thought. Brains is but another 
way of expressing the result of thinking. 





$1,425 CASH WINDOW DISPLAY PRIZES 
AWARDED BY PICTORIAL REVIEW 


Winners in the Pictorial Review Display Contest, just 
closed, has been announced as follows: 

GROUP 1.—First prize, $250, O. Wallace Davis, display 
manager for H. Batterman Co., Brooklyn; second prize, 
$150, Kaufman Straus Co., Inc., Louisville, Ky; third prize, 
$100, The Wicks Store, Chicago; fourth prize, $50, W. Ken- 
yon, display manager, Callender, McAustin & Troup, Provi- 
dence, R. J.; fifth prize, $50, J. P. Bonner, display manager, 
Chamberlin-Johnson-DuBose Co., Atlanta, Ga.; sixth prize, 
$50, McDougall-Southwick, Seattle, Wash.; seventh prize, 
$50, Hugo Johnson, display manager, S. H. Kress Co., New 
Orleans, La. 

GROUP 2.—First prize, $150, The Toeller Co., Battle 
Creek, Mich.; second prize, $100, W. H. Wright & Sons, 
Ogden, Utah; ‘third prize, $50, E. L. Kayser, display man- 
ager, Harned & Von Maur, Davenport, Ia. fourth prize, 
$25, Fred Ashfield display manager, Bryson-Graham, Ot- 
tawa, Canada; fifth prize, $25, J. P. McGirr & Co., Sara- 
toga Springs, N. Y.; sixth prize, $25, Scranton Dry Goods 
Co., Scranton, Pa.; seventh prize, Kleeman Dry Goods 
Company, Terre Haute, Ind. 

GROUP 3.—First prize, $100, J. G. Weigand, display 
manager, The Lischesky Co., Great Bend, Kansas; second 
prize, $75, Mr. Dunn, display manager, Fenn Anderson & 
Co., Bracebridge, Ont.; third prize, $50, D. E. Boyer Co., 
Boyerton, Pa.; fourth prize, $25, Mr. Van Brunt, display 
manager, Straus Co., Red Bank, N. J.; fifth prize, $25, 
A. F. Moore & Co., Pierre, S. D.; sixth prize, $25, G. U. 
Shellhorn, display manager, J. G. Stansfield’s Sons, Mt. 
Carmel, Ill.; seventh prize, $25, Roper Clothing Co., 
Rupert, Idaho. 





DISPLAY MANAGER LAKE ON TOUR 
OF EUROPEAN CENTERS 
Weston Lake, display manager for the Vic Hanny Com- 
pany, Phoenix, Arizona, sailed from New York on the 
Mauretania, August 26, for an extended tour of England, 
France, Italy, Belgium, Germany and Scotland. He will 
be gone approximately three months. 
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Announcing 


the opening of Executive Offices and de 
Luxe Show Rooms in Chicago’s Loop at 


316-318 So. Wabash Ave. 


or the convenience of our customers and those interested in deco- 
rative creations, we take great pride in the establishment of these new 
quarters, designed for comfort of visitors and breathing an atmosphere 
of real beauty and inspiration. 


_ 


Unquestionably the most pretentiously effective show rooms in the 
great city of Chicago, little difficulty will be experienced in the perfect 
selection of decorative needs. Presented here are the distinctive cre- 
ations of a corps of specialized designers, whose genius has identified 
Bodine-Spanjer decorations as the most strikingly beautiful and 
uniquely adaptable in the great field of display art. 


A most cordial invitation is extended to all visiting displaymen 
and merchants to avail themselves of the appointments of our new 
offices and show-rooms, where incomparable service facilities will at 
all times be at their disposal. 


pe pjonne S]PANTER. 0. 
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Building Effective Unit Displays 


Best results come only after careful preliminary planning and study— 
Foundation determines success of display—A few pointed suggestions ; 


By E. H. LEAKER 
Display Manager, The Hub, Chicago 


OWEVER difficult it may be to account for 
the reason, it is, nevertheless, a generally 
conceded fact that many display men 

directing the work of the display department-of a 


men’s wear store find unit displays difficult of ac- 





complishment. 

Appropos to the statement it may be of value 
to bring forth a few simple ideas of this important 
phase of display, as the man of the profession 1s 
ever anxious to correct his faults and perhaps 
learn through the methods of others who may be 
exceptionally adept where others are weak. The 
simple suggestions are important essentials—just 
as little details often determine the success or fail- 
ure of a display. 

It has always been my practice to conceive 
graphically the display | am about to make. Before 
attempting to select merchandise or issue orders 
for the cleaning of the window in which the display 
is to go, detail plans of ithe display are made and then 
carefully studied. And I earnestly believe that here 
lies the little secret of correct and compelling unit dis- 
olays. 

Too often do display men select a group of 
merchandise, step into the window and proceed to 
make the display. A unit seems such a small thing 
and accordingly it seems a proportionate amount of 
study is accorded it. Plenty of preliminary study 
as to form, style, selection of fixtures and merchan- 
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dise with the critical attention given to merchan- 
dise patterns and color I would suggest as the basic 
plan of good unit displays. 

Unit displays requite the correct and compelling 
grouping of merchandise. Here we are required to 
gather and place items to be displayed in a closer 
arrangement than in the general display of clothing, 
furnishings, or any other item of the men’s store. 

There are a variety of methods of unit arrange- 
ment, and it is well for the display man to employ 
the various methods, frequently showing new 
groups and thus avoid the possibility of losing much 
attention from the passerby who fails to inspect 
the display because at first glance that same old 
arrangement had the effect of bringing instantly 
to his mind the thought that he had seen that dis- 
play, when, in reality fresh merchandise of new 
style is presented. 

Presented through the large half-tone illustra- 
tion is a recent display of clothing arranged in 
three-group fashion. Seven garments were em- 
ployed in this display with the end units carried out 
in gray and presenting the same general type of 
unit trim though forms are in reverse positions. 
Merchandise used in the end units was practically 
identical save a slight variation in color. The cen- 
ter unit consisted of three brown check suits, each 
varied in pattern, but in perfect color harmony 
with themselves and the merchandise of the right 











Artistic unit arrangement by FE. H. Leaker for The Hub, Chicago 
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Unit Display No. 1 


and left units. It is well to note that in this window 
neckwear was used on forms, being, of course, in 
perfect harmony with garments and adding a most 
pleasing snap of life to the display. A careful selec- 
tion and arrangement of hats, gloves, shoes and 
neckwear cleverly employed as accessories told the 
story of correct style selections to be employed in 
conjunction with the suits on display. This is a 
little feature of great educational value undoubt- 
edly greatly appreciated by the customers. It is 
a potent force in creating additional sales.- For 
detail views of single unit of this general display 
see illustration of Unit No. 1. 





Unit Display No. 2 


The same principles governing the unit con- 
struction employed in the clothing display shown in 
large half-tone may be used with equal effect in 
other classes of merchandise. For example, see 
Units Nos. 2 and 3, those of furnishings and pa- 
jamas, respectively. 

The furnishings unit consists of twelve silk 
shirts, presented in groups of three patterns, the 
shirts of each sub-unit being of same style, pattern 
and color. Neckwear, gloves, jewelry and handker- 
chiefs were used as accessories. The same general 
method of arrangement and pattern and color selec- 
tions are evident in the pajama display. Four colors 
were employed; laverider, blue, yellow and white. 





Unit Display No. 3 


Particularly effective was the rather novel treat- 
ment of the robe, gracefully thrown over form in 
the rear. 

Obviously, the foundation of display is of first 
importance, the plans having previously been made 
and passed. Fixtures, such as forms, plateaux, 
stands, dividers, etc., are first arranged in conform- 
ity to the planned lay-out, and merchandise then 
brought in and placed. This method assures perfect 
balance and eliminates the moving of fixtures and 
re-arrangement of merchandise after the display is 
accomplished. 

Too much emphasis cannot be laid upon the abso- 
lute necessity of having garments well pressed. It 
seems a rather stale suggestion, but, I am confi- 
dent that it is sorely needed in many display de- 
partments. Grant due attention to selection of ac- 
cessories and when using ties on forms tie them 
as they should actually appear when being worn. 


If you desire to cash in on used settings, insert ad 
in Opportunity Exchange. 
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WHAT THE MERCHANT SHOULD KNOW 


It is comparatively easy to arrange a display 
that will please the average merchant, who knows 
little or nothing of the principles of display and 
the salient selling points of it. It is not so easy to 
plan and execute one that will make the average 
passerby stop; study, and decide to buy. 

Too many displaymen are content with what 
they believe is an artistic achievement of balance 
and symmetry. You can find these kind of windows 
on any street in any city or town. Windows that 
are all dressed up in their prettiest, but at the same 
time lacking the essential sales point or ability to 
talk 
vital points so necessary in attracting attention, 





and failing in that essential of presenting the 


compelling interest and arousing the desire to pos- 
sess, which steps are the required preliminaries to 
the will to have. 

What is it in a window that stops the passerby? 
What is it that has frequently caused you to be 
drawn to a certain display? It is that something 
which immediately distinguishes the particular win- 
dow from a hundred others you have passed un- 
noticed. It is because there is a compelling atten- 
tion getting value—something that holds interest 
to you. If you think windows of this character 
are in the majority, make a test at your convenience 
—you'll be surprised at the result. 

There are hundreds of good displays—good 
every day in the week and every week of the year, 
but there are thousands that fail—so it may be safe 
to say that good displays are comparatively scarce. 

And why, it may be asked, is this a fact? Sim- 
ply because master display artists are scarce. The 
display profession is comparatively in its infancy ; 
surely display as we know it today, is quite different 
from display of a few years ago. In this connection 
let it be asked how many men can master any pro- 
fession in a few months—a few years? Few indeed, 
and the one that does may be fittingly styled a 
genius. 

The writer is inclined to the belief that master- 


ing the display profession is far more difficult of 
accomplishment than many of the professions, and 
the reasons for it are obvious. The display man 
must be a creator, he must be an artist, he must be 
a merchandiser, he must be an executive. All of 
these essentials correctly moulded or welded in the 
personality of one man should truly stamp him a 
genius. And there are many such men in the dis- 
play profession. 

All of this is or should be of importance to the 
merchant who wants the best display windows in 
the city, yet offers for the skill of the man capable 
of meeting his requirements, a weekly salary no 
greater than granted the butcher boy whose duties 
call for no more skill than the ability to read house 
numbers and adeptness in the art of beating the kids 
of the alley ina game of African golf. 


A FALLACY IN DEDUCTION 


Are displaymen business men? If we were to 
believe with a great captain in the mercantile world 
our pretty picture, halo and all would come top- 
pling off the lofty pedestal where we have been 
wont to keep it. 

This nationally known figure to whom we refer 
said in the course of an address before a great 
gathering of Eastern merchants that displaymen 
were all right in their place, but their place was in 
the studio and in the windows. As business men 
they are failures. 

The editor of The DISPLAY WORLD took oc- 
casion to take issue with the distinguished mer- 
chant and learned more intimately of the latter’s 
reasons for the aforementioned classification of the 
display director. It seems that his judgment of one 
displayman was applied generally, and it is right 
here he erred seriously. He had no more reason 
to pass a general judgment because of the seeming 
inefficient business ability of one man than we 
would have to brand as failures all business men 
because of the failure of one merchant in far off 
Walla Walla. 
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The display manager of today is generally ac- 
cepted as a successful business man. Frequently it 
is this man who directs selling policies; he, more 
than any other store executive, is responsible for 
sales; to him, more than many department heads, 
is attributed the success of the department, and 
with all these responsibilities successfully and profit- 
ably performed, there are those of such narrow 
vision who would discredit a thousand because of 
the limited ability of one. 

It will be readily admitted that there is always 
room for improvement, and the inference of one 
merchant, whether justified or the result of snap 
judgment, may serve to put us on edge and correct 
those inefficient business methods should any exist. 
A man can conduct his department along business- 
like principles whether he be merchant, displayman, 
or stock boy. It is always the best policy. 





INDEPENDENT DISPLAY SERVICE 

The recent resignation of D. W. Moyer, for 
years head of the display department of Chas. A. 
Stevens & Bros., Chicago, to establish an inde- 
pendent display service occasioned considerable in- 
terest and suprise amongst many men of the pro- 
fession who for many seasons have followed the 
display achievements of this master displayman. 

His leaving the State Street store in favor of 
the subsequent establishment of a display service 
is ample evidence of what this artist foresees in 
the field of mercantile display. Mr. Moyer’s ven- 
ture is identical with the actions of a number of 
other great artists who have sensed the possibilities 
afforded through the channel of independent dis- 
play service. It tends to strengthen the new idea 
that the great future of the display man lies not in 
the directorship of some retail store, but in display 
service where the artistry is paid for according to 
its value, and where the field is steadily expanding. 

The activities of the great producers of nation- 
ally advertised products which include enormous 
appropriations for display material and council are, 
no doubt, presenting forcibly the possibilities for 
the displayman in a field of unlimited possibilities. 

The work of most Service Men of today confines 
itself to specialty stores and shops where he is 
doing a great work for the development of display 
are generally. Through the Service Man, merchants 
who never before realized the importance of .win- 
dow displays are learning of and experiencing the 
tremendous advantages and benefits of it, and thus 
becoming converts to the cause with the subsequent 
widening of the field in which displaymen may labor. 

The Service Man is an asset, not only to the 
store or organization for which he renders service, 
but to the general profession he represents and the 
community on which his work manifests a decided 
influence for good. 


More men of the type as exemplified by Moyer, 
Williams, G. A. Smith, Holtz and a hundred others 
are needed. The success to be made of a golden 
opportunity will depend on the calibre of the men 
engaged in the work. 





“KNOCKERS” 

There has been a very general impression to the 
effect that since the great World War, Europe has 
evidenced a startling, disinterested attitude relative 
to kings. The movements of the erstwhile idols 
are quite generally unnoticed and among the masses 
little consideration is accorded them. 

Long before the ill-fated days of 1914, men of 
America had little use for “knockers,” but regard- 
less of the depth to which they have long since 
been consigned, like the kings of Europe, there 
still remains a few amongst us. 

It is to be regretted.that the official minutes of 
the recent I. A. D. M. convention discloses utter- 
ances entirely out of place, and directed with the 
evident purpose of creating prejudice. The target 
of these unintelligent remarks were display men of 
national prominence, leaders in the great display 
profession and workers at the recent and preceed- 
ing I. A. D. M. conventions. The author of them 
has been signally honored by the Association in the 
past, but it is quite likely will not be so graced 
again. 

The great American business institutions have 
no place for the narrow-visioned -or big-headed 
knocker, and neither has the great and dignified 
body of display men whose principles are the guid- 
ing spirit of their representative organization. 





OLD STUFF BUT STILL NEEDED 

As a recent public meeting in a Pennsylvania 
city, the president of the local Business Men’s As- 
sociation took the merchants of the city to task and 
frankly told them to wake up to the modern methods 
of business promotion or be prepared for certain 
failure. He called attention to the fact that many 
of them had never advertised their business, and 
some that had never changed their advertising copy. 

This happens to be a small city, whose mer-~ 
chants have generally decried the fact that the peo- 
ple went out of town to do their shopping. It is 
the same old story with the same substantial advise 
that the best way to combat or compete with the 
problem is through the employment of the same 
tools. 

People went out of their own city to buy, be- 
cause, through advertising, the neighboring mer- 
chants created the buying interests. There can 
be no legitimate excuse under the conditions as 
outlind by the speaker at the public meeting. Any 
business that is worth enough for a live man to put 
his time into, is worth enough to advertise. 
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Instructions In Show Card Writing 


The second of a series of twelve lessons in the art of show card and 


price-ticket writing prepared exclusively for The DISPLAY WORLD 
By G. WALLACE HESS 


Author and Instructor, Show Card Writing, Chicago 


OR this month, here’s a slant Roman italic pen 
letter and a vertical pen type, both of which 
are valuable. If you tried out last month’s 

alphabet carefully with a pen, the suggestion is now 

made to go a step farther this month and try making 
it with a brush, trained flat. On fast “knock-out” 
cards, where there is but little wording, it is very good. 

Caps may be made in red and effect is enhanced. 





Roman Alphabets Practical 


The pen Roman shown this month is not easy to 
make, by any means, but it, too, is a valuable letter for 
the store that likes a neat window card. The vertical 
alphabet is after a well-known English author. The 
caps don’t appeal to me very strongly, but for bold let- 
tering, where a No. 1 text pen or No. 1 C style Speed- 
ball is used, the lower case letters are splendid. Any 
Roman type or flowing style of cap may be used with 
them to good advantage. They are also splendid for 
a brush trained flat. 


Putting the Spurs On 


In the Roman pen type it will always be found 
best to put the spurs or serifs on when the ink is run- 
ning low on the pen and by giving quick twists and 
acquiring a little skill in catching with the point of pen, 
much retouching can be done with the pen the strokes 
are made with, or a fine steel pen can be used for the 
same purpose. 


It is hard to keep the base line of letters from run- 
ning “up-hill.’ To correct this, shift the paper to a 
greater angle. It is also suggested that instead of 
finishing off each letter as stumped in, that you wait 
until several, or an entire line is blocked in before 
finishing off, and then only when, as I said before, the 
pen is running low with ink, 

The scheme for putting on base line serifs is 
shown after cap T. The pen is shifted to every 
conceivable position to get results. 

For the most part, in lower case letters, the nibs 
of pen are held on a line with the base line. In mak- 
ing letters like v, w, y, do not come to base line with 
heavy stroke, but run down hair line to base, then fill 
angular space. See illustration over w. 

The curtain card shows a combination of two alpha- 
bets, as does also the dinner set card. 


Strokes Must Be Even 
In pen lettering you must strive to get your strokes 
even. That means uniform pressure on pen. It should 
not be necessary to bear heavily except on rough 
boards. Never take the temper out of a pen by putting 
in a flame. Never attempt to use a pen after nibs are 
spread so light can be seen between the points. 


Care of Pens 


Stiff pens may be placed carefully, bottom of pen 
down on the edge of a board and the top filed with a 
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Roman Slant Italic and Vertical Pen Alphabet, by G. Wallace Hess 
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Wiser Purchases— 
Greater Convenience 


With This Book 


It is a guide to accurate selection of ex- 
actly what you want, exactly when 
you want it. 

W. K. Lettering Supplies have earned 
their present popularity through an 
unbroken record of “making good’”’ 
since the first day they were sold. 





The easiest way to identify Then, the entire Wallbrunn, Kling 
ee organization stands always ready to 
trade-mark which appears on fill your needs promptly when you tell 
every package. us what they are. 

Hundreds of careful buyers Let your order put us to the test soon. 
oe eS aaa This is “the House that Service Built’’ 


tering supplies they use. "Wt 2 2 
—we are still improving it. 


Wallbrunn, Kling & Co. 


327-29 S. Clark Street 
Chicago, Illinois 
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Cards showing combination of two style types, by G. Wallace Hess 


very fine file. The filing strokes (the only way to file) 
by a former stroke—raise file and repeat. Pens may 
be smoothed on a Pike oil or water stone. Pens will 
be ruined a few times, but a good pen letterer fixes up 
his pens in many ways. 

Pen lettering comes easy to some, hard to others. 
If you use an India ink, or any ink for that matter, do 
not form the habit of flipping ink on the floor or wiping 
pen on mouth of bottle. If a penholder is held verti- 
cally above ink-retainer for a second, all surplus ink 
will drop off. 

Opaque colors are best kept in screw-top jars, and 
often, when using them, I barely touch the end of pen 
to the surface of color and the surplus will “jump” to 
the color in the jar. 

These are little things, but they are pointers that 
make for good lettering. 





MARBRIDGE ALTERATIONS TO PROVIDE 
GREAT WINDOW DISPLAY SPACE 


Alterations calling for an expenditure of approximately 
$100,000, are planned for the front of the Marbridge Build- 
ing, Thirty-fourth Street, New York City, recently housing 
the Rogers Peet & Co. store. 

The alterations have been so planned as to allow a 
great increase in window display space. The new windows 


will measure fifteen feet in height and maintain a depth 
of seven feet. It is the purpose of the building owner to 
present the most attractive front in New York. 





WINNERS IN NEW ORLEANS SECTIONAL 
DISPLAY CONTEST 

Winners in the window display contest, conducted in 
conjunction with the New Orleans Fall Buyers’ Convention 
have been announced. 

There were four major prizes representative of the 
four successful displays in as many business sections. 
The winners were L. Feibleman & Co., William Wade, Jr., 
The Imperial Shoe Store, and Chester Falk. Honorable 
mention was given the displays of C. Lazard, The Porter 
Clothing Co., Marks-Isaacs Co., and Leon Godchaux Co. 





PAUL LUPO PUTS ON BIG FEATURE—CHINESE 
GAME MAH-JONG SUBJECT 

So fruitful were the results of a display featuring the 
Chinese game, Mah-Jong, arranged two months ago by 
Paul Lupo and presented through the displays of The 
H. G. Dyas Co., Los Angeles, that a repetition of the 
display is now being made, with even greater results than 
experienced on the first showing. 

The window is draped with rare hangings of black and 
Chinese red colorings, and three Chinamen in native cos- 
tume are seated on teakwood chairs playing Mah-Jong. 
So realistic is the display that merchants visiting Los 
Angeles have in great number endeavored to obtain the 
use of the display essentials in their respective stores. 
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A FEW WORDS ABOUT FLOWERS 


The artificial flower industry has, during the 
past few months evidenced rather decided tenden- 
cies toward operating along lines quite varied from 
previous seasons. In fact, so radical have been the 
innovations that display men have been led to in- 
quire concerning the evident decline in use of arti- 
ficial flowers 2s window display embellishments. 

Others have concluded that the progressiveness 
of certain flower manufacturers with the latest con- 
ceptions of display embellishments has sounded the 
deathknell of the manufacturers whose major oper- 
ation concerns itself with the making of flowers 
and foliage. 

We do not agree with this reasoning, and on 
the contrary, feel confident that through the pro- 
gressiveness of some the industry generally will be 
placed on a higher basis. Decorating houses that 
exert little effort to improve or advance the fields 
of their products are failing in a service they are 
wont to extoll; they, like other unprogressive in- 
stitutions are likely to fall by the way-side. 

It is a fact that displaymen are not using flowers 


’ and foliage in a manner they had been employed a 


few years ago, and it must therefore be true that 
this fact in some way must be manifested to the 
manufacturer. It is likely that the result has been 
evidenced in this manner: With the general devel- 
opment of the display profession came also the 
corresponding better knowledge of it. Men learned 
when and where and how to employ foliage and 
flowers and also when, where and how not to use 
them. With this knowledge came the evident de- 
cline in massive flower and foliage treatment, and 
it may be reasonably presumed, the sales in certain 
items of this character here began to fall off. 

The progressive manufacturers sensed this evo- 
lution. They paid less attention to the manufac- 
ture of thousands of gross of red roses and foliage 
branches, preferring to direct attention to the crea- 
tion of distinctive embellishments of a new char- 
acter, and as a result we have the exquisite concep- 
tions so prominently evident at the recent I. A. D. 
M. exposition. 

What will this new department mean to the 
manufacturer of artificial flowers? How will it 
affect his business? If the manufacturer is pro- 
gressive he will reap the harvest on this latest 
trend of decorating fashion. Flowers will be bought 
and in most part flowers and foliage of character 
and quality; such decorations are necessary and in 
most part will form the major attraction of the 
latest conceptions in panels, screens and set-pieces. 





FRED KING PLANS FEATURES 
Fred King, display manager for Block & Kuhl, Peoria, 
is making pretentious plans for series of Fall displays and 
contemplates important display innovations. He was a 
recent buyer in the Chicago market. 
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of a showcard’s color is the surface 
of its cardboard. 


Nat-Mat Cardboards offer many un- 

usual color effects for striking or 

harmonizing, sales-pulling showcards 
See the large range of Nat-Mat 
colors and finishes. Write for 


Sample Book No. 200 on your 
business letterhead, today. 


‘National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave. Chicago, II. 
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Better 
Window Displays 





Bring More Business 





A well dressed window attracts 
immediate attention. 


Make your windows real 
“Money-Getters.” 
Decorations For All Displays 


Artistic Designed Paper in rolls and 
sheets for Panels and Floorings. 


Artificial Flowers, Borders Velour 
Paper, Baskets, Grass Mats, 
Show Cards, Etc., Etc. 


TODAY! Write for catalogs. 


Doty & Scrimgeour 


Sales Co., Inc. 


30 Reade Street, 
New York 
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SELECTED SHOW CARDS 


S a valuable addition to the regular department 
A on show cards, it is planned to reproduce each 
month a series of selected show cards that have been 
used in conjunction with the actual sale of merchan- 

This month the cards of H. R. Thompson, card 
writer for Henry C. Lytton & Son, Chicago, have 
been chosen. Mr. Thompson is an artist of the first 
water and rarely overlooks an opportunity to make 
the show card do just a little more than what is 
usually expected of it. 

A glance at the series of Thompson cards on 
page 40 will evidence the character so necessary 
in this important branch of selling. The card at 
upper left was employed in conjunction with suit 
display and has made on a background of heavy 
gray and pen-lettered in yellow. Panel at left was 
carried out in yellow and black, and served as a 
fitting embellishment to this excellent card. 

At upper right is a reproduction of a card em- 
ployed during the early showing of Fall merchan- 
dise. Pen-lettered in black on cream-tan card with 
embellishments in brown and black, this card was 
very impressive. The cut-out ornamentation in 
upper left panel was appropriate and added not a 
little to the general effect. 

The Spring exhibit card at left center was on 
slate colored board with large over-panel of tan 


with lettering in slate color. A cut-out illustration 
from Fashion Park advertising literature was used 
to good advantage, the red background of this illus- 
tration affording a touch of life with its resultant 
enhancement. 

The card at right-center was carried out in tan 
center panel with black outline and edges of bevel 
card finished in gold. The center-top illustration 
was a cut-out in perfect harmony with colors used 
on card. The background of this card was a light 
shade of purple ornamented with small floral 
creepers. The lettering was green. 

In the center is presented Mr. Thompson’s 
treatment of a regular Society Brand card. The 
card is maintained in regular size and color, while 
the illustration is utilized, but a panel is applied to 
the lower: half of card thus covering the manufac- 
turer text, and in its place is special lettering calling 
attention to some particular store event or sale. 

At lower left is shown a light green card with 
dark green lettering, made particularly effective by 
the employment of appropriate cut-out decoration 
in hand drawn panel. The card at lower right is 
presented in order to show the practicability of 
photo mounts in show card work. This card is 
effective and maintains a great degree of dignity. 
Border and lettering is in green, while cut-out illus- 
tration is vari-colored, though in perfect harmony 
throughout. 
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First Prize, I. A. D. M. Cards, by E. W. Calvin, Werner & Werner, St. Louis, Missouri 
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$5.00 FOR 100 WORDS 

The editior of The DISPLAY WORLD will give 
$5.00 monthly to the displayman submitting the 
most interesting experience in his service as a dis- 
playman. It may be serious or humorous with 
the latter perhaps in favor. 

Just briefly outline the experience in one 
hundred words and submit to EXPERIENCE EDI- 
TOR, The DISPLAY WORLD, Cincinnati, Ohio. 





LONG SOUGHT PROPERTY LEASED 
BY J. L. HUDSON CO. 

The J. L. Hudson Co., Detroit, has finally succeeded in 
obtaining a lease for twenty-five years on twenty feet of 
Woodward Avenue frontage at the northeast corner of 
Gratiot Avenue. 

This property, having a depth of eighty feet, with the 
north side and rear adjoining the store of the J. L. Hudson 
Company, is owned by the estate of F. Schloss. For several 
years Mr. Hudson sought unsuccessfully to acquire the 
corner by purchase of the title or through a lease for the 
great extension of the company’s store which he planned 
on Woodward Avenue, along the entire block between 
Woodward Avenue and Farmer Street. 

Owners of the corner, however, failed to arrive at any 
agreement with the Hudson Company, and ultimately 
erected a four-story block on the corner, while the Hud- 
son Company, extending its store to Woodward Avenue, 
erected a ten-story building in the rear of and along the 
north side of the Schloss property, subsequently acquiring 
additional Woodward Avenue frontage on the north to 
and beyond the Himelhock Bros. store. 

Arrangements were made some time ago by which the 
J. L. Hudson Company acquired a lease of the property 
now occupied by the Himelhock store, and it is reported 
that architects are now preparing plans for a ten-story 
building to replace that structure, which will present a 
Woodward Avenue front similar in appearance to the 
Hudson store on each side of it. 

In the deal just consummated the Hudson Company 
acquires the last remaining frontage between Gratiot 
Avenue and the store of Newcomb, Endicott & Co., which 
fills out the remainder of the block north to Grand River 
Avenue. The new lease becomes effective in 1935. 





LOSES FIRST SKIRMISH IN DOWER CLAIM 
TO LORD & TAYLOR SITE 

By the decision rendered by Supreme Court Justice 
Edward R. Finch, of New York, Mrs. Clare Louise Burton 
was denied a motion for judgment on her pleadings in her 
suit for a dower interest in the site of the Lord & Taylor 
store, New York City. : 

Mr. Burton owned a half interest in the Lord & Taylor 
site, and in her complaint, Mrs. Burton set forth that the 
property as a whole was worth $10,000,000, and she fixed 
her husband’s share after deducting a mortgage of 
$2,750,000, at $2,225,000. 

The case will now come up for trial and the question 
to be decided it was pointed out, is whether or not a wife 
“inherits” dower interest from a husband, or whether it 
comes automatically with marriage. 





NEW WINDOWS FOR LOS ANGELES. STORE 
The New York Store, Los Angeles, is installing new 
show windows designed to be the most practically beautiful 
of any apparel shop windows in Los Angeles. They are 
being constructed of Italian travertine and French caen 
stone. 








USE (pest) BratD CARDBOARD 


Soft Harmonizing Shades for 
Interior and Window Cards 


Samples on Request. 


CHICAGO soxrc COMPANY 


Manufacturers 
664-670 Washington Blvd., Chicago, U. S. A. 
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BOOKS 
BRUSHES | 


SUPPLIES 


are known the world over. | 


Sign and Card Writers are in- 
vited to write for large, new, 


beautifully illustrated 1922-23 


catalog. 


Address Supply Dept. 


DETROIT SCHOOL of LETTERING 
514-516 Griswold St. Detroit, Mich. 
Tke Pioneer Line 23 Years of Service 
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A Selection of show cards executed by H. R. Thompson, Henry C. Lytton & Sons, Chicago 
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An Incomparable Color Chart 


A scientific invention of tremendous importance in mercantile field 
brings to merchants and display man an instant, simple and 
accurate color chart with 20,000 harmonious tones 


OLOR combinations today are becoming a 
more important factor in the selection of a 
woman’s wardrobe, and the more interest- 
ing and original, yet usable combinations which can 
be suggested in the display and selling of merchan- 
dise, the more readily will the pieces on the shelf 
be converted to the cash drawer. 

A well dressed shopper stood before the silk 
counter in a large department store, upon which 
was displayed a length of handsome silk in a rich 
grape color. Two or three times she started toward 
the counter and then turned away. Finally, a sales- 
man caught her eye and called her attention to the 
particularly beautiful quality and color of the silk. 

“It’s a beautiful piece of silk,” she admitted ad- 
miringly, “and if I knew what color to trim it with 
I’d have a dress length in a minute.” 

The salesman helplessly watched her pass out 
of the dapartment. Later, having occasion to show 
some figured crepes to a customer, he noticed that a 
pattern containing a green figure on a burnt orange 
ground, which was considered too vivid and hard 
to sell, look very well as its folds lay intermingled 
with the grape colored silk. As an experiment he 
threw the end of the figured silk over a part of the 
stand. 

Fifteen minutes later he sold a dress and cape 
length of the grape silk and enough of the figured 
burnt orange crepe to line the cape and form the 
sleeves of the dress. The customer was delighted 
to have found just the smart kind of a combination 
she was looking for. 

The display of an up-to-date store must always 
be kept one step ahead of the purchaser. It is all 
very well to display new textures, new colors and 
new designs, but a successful buyer or merchandise 
man will see that they are displayed with sugges- 
tions as to their ultimate place in the customer’s 
wardrobe. This manner of display performs the 
next step in the reasoning process of the prespec- 
tive customer; by visualizing the complete costume 
it sells the length of dress goods. 

There is no service across the counter in which 
a customer is more appreciative than in color sug- 
gestion and genuine color knowledge. There is 
no single factor, either, which is as potent in selling 
dress materials as color appreciation. Beautiful 
colorings make a strong buying appeal, but it is the 
appreciation of them that sells the merchandise. 
If a salesman can tell a customer why the colorings 
in a piece of merchandise are particularly good or 





with what colorings it will combine, the article be- 


* comes an individuality, and strong inroads-are made 


*“toward’ personal possession. The customer may 
shop elsewhere, but she is not likely to buy where 
the service is not forthcoming. Too much em- 


_ phasis cannot be placed on the study of color har- 


mony to meet the new demand on buyers, display 
men and salesmen. 


Study of Color a Science 


For a long time it was generally believed that 
a color sense was a gift ‘with which one was born, 
and which could not be cultivated. To a certain ex- 
tent this is true, as some people are endowed with 
a more subtle and pronounced feeling for color than 
others, but, after all, color is a natural science just 
like physics or chemistry, and consequently must 
be controlled by certain fixed and definite laws. 
These laws have recently been given to the world 
in simple and concrete form, and their knowledge 
will be as great a boon to the art of designing as 
the discovery of the telegraph was to commerce. 


The discoverer of the underlying color harmony 
wes Henry Fitch Taylor, ex-President of the 
American Painters’ and Sculptors’ Association. The 
discovery has been reduced to a simple chart form, 
known as the Taylor System of Color Harmony. 
Through the opening of masks laid carefully on 
graded bands of spectrum color, an infinite number 
of fresh, distinctive and harmonious combinations 
of two, three, four, five, six or more colors can be 
made to appear instantaneously before the eye. 


Operation is Simple 


This chart is not to be confused by any means 
with an ordinary color chart or color card. It 
demonstrates a principle which scientists have been 
trying to discover for years. This principle is deep 
rooted in a mass of scientific fact, but its operation 
in the Taylor Chart is as simple as the opening of 
a window. 

Upon a large sheet of heavy plate paper are 
printed bands of colors arranged in Sequence so as 
to form a chromatic color scale which corresponds 
to the chromatic scale in music. Upon this scale 
both major and minor chords may be formed, just 
as upon the keyboard of the piano, but it is not 
necessary for the displayman to possess a konw- 
ledge of music in order to operate the chart success- 
fully. Black cardboard masks are provided, in 
which small openings are cut, and wherever a mask 
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Fall Opening Display, by R. T. Whitnah, Crosby Bros., Topeka, Kansas. 


is laid upon the color scale, a series of scientifically 
harmonized colors appear through the openings, all 
unrelated colors being hidden by the solid portions 
of the mask. It is at once apparent that in a display 
in which the new color Killarney or Lacquer Red, 
tor example, figures prominently, one may instantly 
discover what additional colors to employ, by plac- 
ing one opening of the mask over pure green or 
red, and noting the related colors appearing through 
the other openings. 

The desire to arrest the attention by sheer color 
is becoming more and more noticeable. Whole 
windows in one shade or various shades of one color 
are more and more evident. While this does create 
a great deal of attention and causes the window to 
stand out, it has its drawbacks. In the first place, 
the window is seen as a whole and the individual 
objects do not obtain their proper share. Contrast 
and emphasis are always needed to get full value 
out of the beauty in design and color. 


Usually the display manager confines himself 
to two contrasting colors in his display, and while, 
if cleverly handled, they can be made very striking 
and attractive, a two color combination is never 
complete and never has the lasting satisfaction or 
charm of a three color harmony. 


To combine three equally emphatic colors‘in an 
wslusual and distinctive manner is one of the most 
difficult feats in color composition. Hitherto there 
had been no laws regulating them, and a good three 
color combination was usually stumbled upon. Such 


accidents being rare, a man who discovered one 
usually held tenaciously to it, using it over and over. 
The new color chart gives from two to seven 
colors which can be used in a combination instan- 
taneously, and it not only gives one or two combin- 
ations for a color, but between sixty and one hun- 
dred of them. Its scope can readily be perceived. 
The following are a few suggestions obtained 
from the Chart. (The names are those used by the 
Textile Color Card Association of the United 
States.) 
American Beauty with Spring Green & Beaver. 
American Beauty with Hunter and Pumpkin. 


American Beauty with Sapphire and Primrose. 


American Beauty with Turquoise and Canary. 

American Beauty with Mignonette, Violet and 
Salmon Pink. 

Bonfire Red with Cornflower and Chartreuse. 

Chinese Blue with Fachsia and Pumpkin. 

Rust with Cactus and Navy. 

Jade Green with Cornflower Blue and Ma- 
hogany. 

The DISPLAY WORLD will be glad to furnish 
further information regarding the Taylor System 
of Color Harmony and authentic information re- 
quired for the obtaining of better color harmonies 
in mercantile display. 





James H. Hilton , for several years director of the dis- 
play department for The Printz Co., Youngstown, Ohio, 
has resigned to accept a similar post with Koch Bros., 
Alliance, Ohio. 
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THE DISPLAY WORLD 


The Century’s Greatest 
Scientific Creation — 


YLOR SYSTEM OF GOLOR HARMONY an) 


TA 
ASCIENTIFIC METHOD FOR CREATING COLOR COMBINATIONS 
_c Pert ad Mary e | bet tila ae at att ec] is _ mu | he 


Taylor System 
of 


Color Harmony 


A visible method of combining Color Har- 
monies easily, quickly, correctly. The only 
means available today by which infallible color 
combinations of 2 to 7 pure, different colors 


i il Atal 
a Pa can be selected with instant result and at the 


same time produce as many as 20,000 fresh 
distinctive Color Harmonies! 


For Displayman and 
Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 
a thousands of dollars thru means afforded sales 
“~~ people to find perfect color matches—the one 





Greatly reduced illustration of the Taylor Color 999 000 

Chart. Harmonious color combinations are produced weakness of out of 1, salespeople. 

by placing the masks upon the bands of colors. Colors How many sales have been lost due to the 

showing through ee are always in perfect inability to suggest proper color match? 
armony. 


What Users Say About the Taylor Chart 


“The Taylor Color Chart, if used only once, will more than repay its initial cost.” Mr. J. J. 
Cronin, President, Metropolitan Association of Displaymen, New York City. 

“The Color Chart is wonderful. This does not say enough for it. I understand it very thor- 
oughly after one evening’s study and would not be without it. I feel that my purchase of Color 
Harmony is a great step forward.” Mr. L. Robert Rehm, Display Manager, Patterson-Fletcher 
Co., Fort Wayne, Ind. 

“We have your Color Chart in my office and we sure would not like to be without it. It 
is a great help and is used throughout our entire store.” Brager Department Store, Baltimore. 

“The Taylor Color System contains more color ideas than the most virile artist could use in 
a lifetime of creative effort.” Dr. Denman Ross, Head of the Department of Design of Harvard 


anne Price of Chart, $05 Postpaid’ 
The DISPLAY WORLD 


30 Opera Place - : . Cincinnati, Ohio 
EXCLUSIVE SELLING AGENT in the Display and Mercantile Fields. 
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Independent Display Service 


The field of independent window display service rapidly enlisting activ- 
ities of great department and specialty store displaymen—Selling the 
‘Service idea’’—Making good—The merchant is interested in results 


egus|HE independent window display service is 
based entirely and absolutely on the simplest 
and most common-sense principles. Doctors, 





lawyers, dentists, artists, advertising men, preachers, 
politicians and sign men open an office or a shop of 
their own and build up a business for themselves sell- 
ing their services to those who need them. 


Why Not Display Men? 


If window display of the right sort is profitable 
to the larger store, it most certainly will be profitable 
in degree if applied to the smaller ones. 

And, if a displayman of intelligence and ability can 
produce profitable, sales-pulling window displays for 
a big store with many departments and many windows, 
the same man can do likewise for the one or two win- 
dows of many smaller shops. These are self-evident 
facts, and are stated here as such. 

The big difference, however, is that the several 
smaller shops will pay the same man twice as much 
for the same service and ability as the large store will 
pay. 

The larger stores figure that so and so much is the 
limit that they will pay for a displayman, regardless of 
how much actual business his particular efforts will 











bring to the store; while the smaller shops, who have 
not had the best talent applied to their business, will 
analyze and compare its actual value as a selling force 
and will pay in accordance with what results are ob- 
tained through such services. 

That this is true, let there be no doubt about it, 
for it is being demonstrated every day by more and 
more men who are now established in the display ser- 
vice. The writer of this article is one of them, and he 
has met and talked intimately with lots of these who 
have gone into the service and finds that their experi- 
ences parallel. 

When the average small shop of whatever kind can 
exist more or less profitably in a good street location 
where the rentals are high, and do this with the usual 
inefficient, under-trimmed or “over-trimmed” windows 
such as they can put in themselves, it is reasonably 
certain that the same shop can be made to do a great 
deal more business by having clean-cut, attractively 
arranged merchandise and style displays with appro- 
priate window cards, such as the displayman of ave- 
rage ability and experience knows so well how to do. 

This is evident to any displayman who knows that 
good displays produce more business than poor dis- 
plays—that window display is an actual selling force. 
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Excellent Furnishings Display, by J. D. Williams, Williams Display Service, Chicago. 
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, Getting the Account. 

After the displayman may. have located a store such 
as ‘he can see will readily offer a good chance to show 
an improvement in appearance and sales, a plan should 
be formulated for the proper approach and sale of the 
service. 

In suggesting a “plan” I certainly do not mean that 
the displayman should dash into the store on first im- 
pulse, interrupt the manager while he may be engrossed 
in some other business, and tell him that his windows 
are rotten, ask him if he doesn’t want to hire you to 
“trim ’em up swell” for him, and then walk out believ- 
ing him to be a “crank” because he didn’t hire you on 
the spot. He’d be an exception, to say the least, if 
he did do so. 

One must be a salesman and a diplomat. ( There 
are right and wrong ways’ of salesmanship. And while 
the wrong salesmanship sometimes gets an order, it is 
usually because the product is better than the salesman 
is bad. 

Every good salesman knows that the secret of sell- 
ing is in presenting the product or proposition in the 
proper light to the customer, calling attention to the 
points that will be of particular concern to the custo- 
mer, and then letting the customer “decide to buy.” 

This is quite applicable to selling of window display 
service as well as to anything else. 


The Merchant's Viewpoint. 


The merchant or manager must be approached 
right to get the right impression. The talk should be 
along the line of the certain increase in the store’s 
window sales as well as the general good publicity that 
well-trimmed windows always bring. That his win- 
dows and merchandise offers an exceptional oppor- 
tunity to make attractive selling displays, etc. Tell 
him what your experience has been, and convince him 
that you are well grounded in the essential principles 
of commercial display and that you know how to apply 
it to his business. Cite similar experiences where re- 
sults have been obtained. 

This will interest any merchant up to the point of 
“price’—how much is it going to cost? And here’s 
where you should come in with your trump ace: “It 
will never cost you as much as it is worth, Mr. "ig 





Tell him that you will handle his windows for two 
or three times first, and by that time you can better 
judge what the cost will be; also that by that time he 
can see what the results have been and will also have 
an idea of what it is worth; that you will not charge 
him more than it is worth, and that he certainly will 
not want to pay less than it is actually worth to him. 


In the meantime, while you are working on trial, 
you can assure him that you will make the price satis- 
factory to him for that time, should he not want to 
continue the service. This will put the matter on a 
“money back if not satisfied” basis and is so fair that 
any man will be willing to try it. 








CAR. CARDS 


HARVEST and TTEARNiScAVING 


(“BYHOGRAPH” -PAINT PROCESS) 








Seasonable Offerings 
mean a Saving for you- 


All Departments 

















(Bulletin Pat., May 11-22) 


The above cut shows the harvest and thanks- 
giving car card in one of our DeLuxe Minia- 
ture Bulletins. 


This Car Card (size 11x21 inches) is now 
ready. Send for sample and prices—any copy 
you wish. 





48 E. F Fourth Street Saint Paul, Minn. 























The Display Man’s 
Favorites! 
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‘A line built up to a quality and true to its name. The 
gruelling test of six-days-a-week and fifty-two-weeks-a- 
year proves the sterling quality. 


Mr. Daily has spent the best years of his life de- 
signing, testing—and_ distributing—‘‘Perfect Stroke” 
Brushes and Supplies. Today they are used by nearly 
every display man; there’s a “Perfect Stroke” user and 
booster in every State in the Union. Yes, and in nearly 
every city and town. 


Write Today for New Catalog No. 9 


Attractively printed and illustrated, giving you all 
the high-lights of America’s favorite line. No obliga- 
tion; all we ask is that you lock it over to your advan- 
tage. Forward your request NOW. 


Bert L. Daily 


DAYTON, OHIO 





126-130 E. THIRD ST. 
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With the chance in your hand, it’s merely a matter 
of your then making good with carefully planned, well 
trimmed window displays and the right kind of cards. 
Study their business; give them as nearly as possible 
the type of window display that they want, that fits 
their business, that reflects their policy to their poten- 


tial customers. Suggest a change of policy or of style - 


of display if you think it better, but do not arbitrarily 
insist upon radical changes of either right at once. 
Bring it about gradually. If your suggestions are rea- 
sonable, they will listen and eventually they will leave 
it entirely up to you when you have gained their com- 
plete confidence. 

After a couple of trims have been made, you will 
have a fairly good idea as to what the work is worth. 
So willthey. You can then arrange a fair charge for 
your services based upon results obtained and general 


good appearance—and not on the basis of so much 
“wages” per day for the amount of time used. 

Window display of the right sort is a composition 
of brains and experience applied to merchandise. And 
as such it should be considered by both displayman and 
merchant. It should be bought and sold with that idea 
in mind. 

Results Are What Count. 

If you can produce definite results in sales from 
your ability and experience, you have the qualification 
that every merchant of business can and will use; they 
are always looking for such service. And the man who 
is “hitting better than 50 per cent” can sell his services 
in the exact proportion to their actual merits—if he 
will display them! 

Doctors, lawyers, artists succeed as specialists. 
Why not displaymen? 





Manufacturers’ Display Material 


Beautifully designed and effectively colored display helps will not 
function to maximum efficiency if not appropriately employed 


By S. FISHER 


Service Specialist, Chicago 
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BIHE first thought that the national advertiser 
LA, Si has when he starts a window trimming cam- 
SIREY vila : " : 
Ge) | paign, is to bring his product before the public 
and help the retailer sell his particular line, with which, 
perhaps, he has been overstocked. 

Most every national advertiser has some material 
that is purposely made for window displays. They are 
beautifully designed by high-grade artists, some having 
beautiful color work and figures. But they lack the 
most vital point which is necessary in a window dis- 
play, and that is the ability to show the article in pack- 
age form, box, or in any other shape in which this 
particular line is packed. 

A window display, especially for a nationally ad- 
vertised article, does not always bring immediate re- 
sults, but they are rather elastic. 

A display usually stays in the window, in most of 
the stores employing our service, two weeks or more. 
If the people who pass that particular spot see attrac- 
tive window display staring them in the face, day in 
and day out, they are bound to ask for this particular 
article when they are in the market for it. 

At a recent convention in Chicago the writer was 
impressed by the following remark which has stayed 
with him ever since: Eighty-seven per cent. of the 
people buy by sight; 11 per cent. of the people buy by 
feel, and 2 per cent. of the people buy by smell, and 
not all of the people are blind. This is about the best 
argument for the national advertisers to use window 
display as much as he is using poster or newspaper 
advertising. In comparison to the actual results which 






he can follow, window displays far surpass any other 
advertising medium in existence, and the expense -is 
also lower than any other advertising medium. 

It seems that when the advertisers buy window dis- 
play cutouts they do not ask an experienced window 
man if that particular shape will make a good window 
display in their line. Most of them order a three- 
winged cut-out for a center piece. In most cases when 
these three-winged center pieces are placed in the win- 
dow they are low (what the display man calls flat) 
and thus lose the attention of the passer-by. <A threec- 





This Display Did Not Satisfy. 


winged center piece is difficult to raise in the center 
on a box so as to make it stand out and to give it what 
I call punch. 

This point can, perhaps, best be illustrated by the 
recitation of a recent experience: A contract was 
given us by the R. G. Dun Company for 1,000 win- 
dows to be placed in Chicago. We had set up a win- 
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dow display in their office with their advertising ma- 
terial which they had made up (and they had a large 
three-winged center piece). The window was ap- 
proved, and we started to place these windows. After 
twenty-five windows were put in they complained that 
something was lacking, that they did not appear as nice 
as some of our other displays. The writer then de- 
signed a new window display where he cut the two 
side wings off, and painted a bright yellow border on 





How It Looked When Altered. 


the center panel, and the side pieces were placed on 
either side of the window, attractively arranged with 
crepe paper and roping. They complimented us on 
this display, and we are now cutting up 500 three- 
winged center pieces, and at the same time the writer 
educated that firm to the fact that they will never or- 
der three-winged center pieces; and, in fact, they are 
contemplating displaying another cigar which they han- 
dle that will have an upright center piece and two sep- 
arate side pieces. 


Efficiency Through Proper Selection 


It is time the national advertiser should realize that 
it is cheaper and better to turn over their window dis- 
play work to display men or services which they can 
find in practically every large city, than to hire a few 
young boys with the idea that they will place windows 
for them as it has been done in the past. 


Many advertisers mail window displays direct to 
the dealer, but if they would check up on these dis- 
plays they would find that 90 per cent. of them are 
absolutely wasted. In most cases, I have found, down 
in the basement they go, and there they stay. In two 
hours, by going around to drug stores and grocery 
stores, the writer could pick up at least $500 worth of 
these displays which have never been taken from their 
shipping containers. 


Window display is an art. An effective window 
has to be properly balanced, colors have to harmonize, 
and the name of the product must be the outstanding 
feature of a national advertising window display. In 
a campaign all window displays MUST be uniform. 
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Especially designed for the Automatic 
Control of Electric Current used in Elec- 
tric Signs and Show Windows. 

The many defects of mechanism in the 
ordinary clock are eliminated in the new 
and improved A & W eight-day Time 
Switch Clock. 

It is the acme of perfection in Time 
Switch-making and represents the result 
of years of experience and research. 

A complete description will be mailed 
upon receipt of your inquiry, and if you 
are desirous of forever dispensing with 
the usual time clock troubles 


Write Now. 
_ 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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One Insertion of Want-Ad 


Filled This Position 


The DISPLAY WORLD: 

Regarding our want ad published in the 
August issue of The DISPLAY WORLD, 
beg to advise that we received a number of 
responses to same and from them have se- 
cured a man to fill the position as display 
manager for our store. 

SELBER BROS. 
Shreveport, La., Per Louis Selber. 











Sept. 5, 1922. _| 








ENAMELED METAL AND WATERPROOF 
CARDBOARD ROAD AND POLE SIGNS 
Orders of dozen, 15c each, prepaid. 


I. & M. Sign Co., W. Main St., Dept. 423, Leroy, Minn. 











Hand Painted Poster Water}Color 
Cards For Fall and Winter 


Many designs for Every Line 


THREE FOR $1.00 
Also Air Brush Cards and Price Tickets 


SAMUEL GOLDSTEIN 
117 Archibald St., Burlington, Vermont 
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Color Harmony In Displays 


Better appreciation of color and color harmony manifested through 
more artistic and effective displays—A few examples 


By RAYMOND T. WHITNAH 
Display Manager, Crosby Bros. Co., Topeka, Kas. 


(aaa OW windows of today are more artistic, 
=) more colorful, and in most cases have a 
BO | greater sales producing value than in for- 
mer years. Wonderful strides have been made 
along these lines and each convention of the I. A. D. 
M. has brought new color combinations and new 
constructional ideas which have advanced the pro- 
fession generally. 





Were it possible for the camera to produce true 
color form instead of portraying only arrangement 
and tone of light, we might find in the mer- 
chandising of the show window many subjects for 
criticism. More attention shown to the perfect 
color harmony of the merchandise display would 
materially make a marked advancement in another 
angle toward perfect display and sales production. 
Most stores watch this item carefully, but in the 
time of sales, with which the various institutions 
have been overrun not without cause, carelessness 
creeps in and we find, as a result, the hideous 
realization of a corruptness which, not only tears 
down the nucleus of a store’s reputation and stand- 
ing in a community, but hinders the sale’s value of 
its publicity as well. 

This result is the conglomeration of colors which 
carries with it nothing of enthusiasm, nothing per- 





taining to the pride of ownership but simply cries 
out “take me home for a dollar a yard” or words to 
that effect, and everyone knows that that method 
of doing business has been dispensed with long 
ago. Most display men know color—all have a 
fair conception of it and if only some forethought 
is used, we can avoid many unpleasant sights, not 
only in your window, but in mine. 


One of the best color harmonies we have ever 
had in our windows here, in the writer’s opinion, 
was a window of ready-to-wear which you see 
reproduced here. The Hindu setting was a fitting 
environment for Spring frocks, one of which was 
a beige on a blonde figure while the other was peri- 
winkle on a. grey haired figure. This merchandise 
was of deeper tones than the ivory, sandstone, 
and bluish lavender foliage of the background, 
these tones being sufficiently strong to emphasize 
the merchandise above and rightfully spoke of the 
season. 

The other photograph reproduced here is a re- 
cent display of furs. Color harmony does not pre- 
sent itself so strongly in a line of merchandise of 
this kind, although the figures shown were dressed 
in pleasing combinations, and to place the proper 
environment behind the merchandise a life sized 








Hindu Setting, by R. T. Whitnah, Display Manager, Crosby Bros. Co., Topeka, Kas. 
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Fur Display by R. T. Whitnah for Crosby Bros. Co., Topeka, Kansas 


polar bear was made as a cut-out in front of drapery 
of silver metal cloth with white frosted foliage. A 
concealed floor light of amber gave the northern 
lights effect. 

An added attraction to this display was the life 
like motion of the bear’s head which was aecom- 
plished with a motor. The amber light effect was 
the striking color which attracted. The motion of 
the bear’s head held the attention for an instant 


and the suggestion which followed, rapid fire, was 


the connection of this whole idea with furs. This 
was the idea which we wished to convey and the 
idea burned home. Selling furs in midsummer is 
not far aloft from selling refrigerators in January, 
but the advanced publicity will mean much when 
the first frosty mornings arrive. 

Color harmony has advanced comparatively as 
show windows have advanced, for color is one of 
the important principles of display. As harmony 
is better mastered, it will solve the problem of 
more efficient displays and in turn more successful 
publicity for the institutions whose display men are 
so successfully playing up this phase of the display 
art. 





“LES” SLACK ATTRACTING ATTENTION 


The windows of Wurzburg’s Dry Goods Co., Grand Rap- 
ids, Mich., have attracted wide attention under the director- 
ship of Leslie D. Slack, and reference is made to the 
Grand Rapids store whenever merchants or advertising 
men gather in the “furniture city.” Mr. Slack has been 
an able successor to the well-known artist, T. Guy Duey. 





STEVENS GOES TO E. C. MINAS CO. 

Stewart S. Stevens is now display manager for E. C. 
Minas Co., Hammond, Ind. He was formerly with The 
Ashton Dry Goods Co., Rockford, Ill. and more recently 
at the head of a floral store in Rockford. 


S. R. MACABEE COVENTION DIRECTOR 


Preliminary arrangements comprising the selection of 
convention headquarters for the 1923 I. A. D. M. conven- 
tion, to be held in Cleveland, next June, have been made 
with Hotel Winton, the choice of the Convention Com- 

S. R. Macabee, display manager for The May Co. 
Cleveland, has been appointed Convention Director, and 
C. H. Fadem, Cleveland, will have charge of entertainment 
features. The various convention committees will be se- 
lected at a later meeting of I. A. D. M. officers and Con- 
vention Director Macabee. 





WINS IN NATIONAL CONTEST 

McMorran & Washburne Co., Eugene, Oregon, has 
been notified of the success of their recent window dis- 
play featuring Beacon blankets. 

The announcement come from the Beacon Blanket 
Manufacturing Co., Providence, following a contest in 
which hundreds of stores in the United States and Canada 
entered. 





CHEVROLET CO. VALUES. DISPLAY 


The general development of window display is again 
evidenced by the progressive policy of the Chevrolet Motor 
Co., Pittsburgh, whereby a program of display not unlike 
department store methods will be put into operation. 

’ George F. Markle, manager of the Pittsburgh office 
of the Chevrolet Co., has completed arrangements with a 
Detroit display service studio for regular monthly displays. 
Photos will be made of the Pittsburgh windows and 
directed, with description of displays, to the 5,000 Chev- 
rolet dealers throughout the country. 





KNITTED UNDERWEAR MANUFACTURERS 
PLACE BIG SELLING CAMPAIGN 

Announcement of great importance was recently made 
by Roy A. Cheney, secretary of the Knit Goods Manu- 
facturers of American calling for an appropriation of 
$150,000 to be used in an extensive advertising campaign 
featuring knitted underwear. 

Advertising agencies are now submitting plans and a 
definite announcement of the schedule will be made public 
before the first of October. 
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The Temporary Background 


The second of a series of articles intended to assist young display men 
in the work of construction and use of temporary window settings 


By C. J. NOWAK 
Designing Specialist, Chicago 


ZAS)VUCCESS in background construction and 
ueyy window display depends on the knowledge 
| | and correct application of the following: 

Elements of composition—unity—repetition and 
continuity — alteration — contrast — grouping of 
masses — proportioning of masses — details — ele- 
ments of design. 

Elements of Composition in background con- 
struction and designing consist in the arrangement 
and the grouping of lines and masses in such a 
manner that their relation to one another will pre- 
sent the most pleasing effect, and be in perfect 
harmony with the merchandise to be displayed. 

Principles of arrangement have been laid 
down by the Greek Law of proportions that please, 
attract and convince, due to variety of sizes of 
which the composition consists. Sizes must neither 
be too much alike nor too radically different from 
each other to appear related in order to please and 
to convince. 

The two most radically different things that 





can be found in form and the most monotonous are 
the “square” and the “circle.” The circle is monot- 
onous because it maintains its form in exactly the 
same degree at every point in its circumference, 
presenting no variety. The square, with four sides 
equal in length, offers no more variety than does 
the circle. The curves of the oval give greater 
variety than the circle, and the same is true of the 
oblong which is more pleasing than the square. 
Greek and Japanese art in pottery as an example 
are carried out in the form of ovals. 

The combination of a square within a circle, er 
vice versa, is the most monotonous combination 
possible, as they are the most widely different 
shapes possible and are therefore not consistently 
related The next thing to inconsistent shapes to 
be avoided is the combination of oonsistent shapes 
badly placed. An octagon placed within a square is 
nearly harmonious, as there is a greater relation of 
lines than an octagon within a circle. A triangle 
within a square or circle is not related, and there- 





































































































































































































Effective Background Suggestion, by C. J. Nowak, Chicago, Illinois 
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A New Idea in Screen Effect on Background, by C. J. Nowak, Chicago 


fore to be avoided as there is no relation in lines. 
A hexagon within a square is more harmonious 
than a triangle. 

Consistent related shapes and sizes, relationship 
between curved lines or figures, or straight lines or 
straight figures is your guide to Elements of Com- 
position. “Consistency in related shapes and sizes” 
is the first and most important principle in design- 
ing and construction of window backgrounds. 


Balance or gravity is the next principle to be 
considered in Elements of Composition. The law 
of gravity attracts everything towards the center 
which in designing is called balance. Just as the 
law of gravity attracts a weight, so does the law 
of balance attract the human eye. 

Certain positions attract the eye, as well as odd 
sizes and odd shapes, therefore the strongest at- 
traction of balance is the placing of certain sizes 
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Novel Drape Background Suggestion, by C. J. Nowak, Chicago 








52 THE DISPLAY WORLD 


or shapes in certain positions. The most important 
factor in bringing out balance after position, shapes 
and sizes are considered in their relation is the value 
of color. Getting down to the law of balance we 
must deal with the real center, the optical center 
of the background. 


Two Types of Balance 


Balance is reckoned from right to left of a ver- 
tical line, and above and below a horizontal line 
through the same point. The first type of balance 
is bi-symmetric, the balance in which there is the 
saine degree of attraction on either side of a verti- 
cal line through the center. 

The second is known as optical balance which is 
rather sensed than mathematical, and lies above the 
horizontal line, as it crosses the vertical. 

The foregoing brief treastise on important dis- 
play essentials is offered here as preliminary to a 
series of detailed articles covering these subjects, 
and also presented as elementary data on some of 
the first laws of background construction. 

It also is-intended to explain briefly geometrical 
truths of design and balance which I have en- 
deavored to portray in the actual window setting 
designs reproduced on these pages. 

Background No. 1 presents a massive design for 
window of great depth and height and is made up 








of seven units, one large plateau—one small 
plateau—two pilasters—top piece, large  back- 
ground centerpiece, and the center floral design. 
The center floral design can be painted on a compo 
board cut out, setting in front of a gold circle bor- 
dered in dark color. Pilasters may be covered, — 
painted, sanded or finished in any one of many 
methods. 
A New Screen Suggestion 

Background No. 2 shows a new idea in a screen 
effect consisting of three large ovals mounted on 
pinions between two large decorative end panels, 
with narrow supports between. A plush curtain 
of a contrasting color is draped from a valance in 
back of the ovals. The floor treatment matches 
the color scheme of the valance while foliage and 
fancy lamp stands provide the finishing touches. 

Background No. 3—The elaborateness of this 
background design depends on the color scheme 
and richness of material used. A large fancy draped 
valance or curtain is suspended from the back- 
ground in front of a large smoothly covered panel 
in contrasting color. Elabérately embroidered tap- 
estry ties with tassels are a feature of the valance. 
A massive stone bench with rich artificial foliage 
forms a conspicuous feature of the display. Fancy 
lamps are hung as shown. The base can be made 
narrow or wide to suit window requirements, 








Prize Winning Display by Ellsworth H. Bates, for C. W.Klem, Inc., Bloomington, Ill. 
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Chicago Monthly Display Review 


Early Fall opening at men’s store—Elaborate displays of imported 
fabrics feature State Street windows—New stores open— 
Display Manager Herr has attractive set of displays 


HICAGO display news during the past month 
was featured by the early and distinctive open- 
ing displays of the two leading clothing stores, 

M. L. Rothschild and The Hub. 

Sensing conditions, H. C. Davis and E. H. Leaker, 
display managers for M. L. Rothschild and The Hub, 
respectively, put in the Fall displays as early as the 
week before Labor Day, and reports indicate that this 
unexpected action—it being so early—resulted in great 





Character Displays 


business activity in the stores whose display depart- 
ments are directed by Messrs. Davis and Leaker. 

The showings were quite like all Davis and Leaker 
showings—nothing pretentious concerning setting or 
embellishment, but just enough decorative atmosphere 
employed in conjunction with perfect presentation and 
grouping of merchandise to make the displays perfect 
examples of display art. Fall sprays and a clever 
foliage conception of branches of chestnut were notice- 
able in Mr. Davis’ windows, the latter being employed 
in conjunction with a 100 percent Burr-Blend hat dis- 
play. 

Leaker skill again manifested itself in The Hub 
windows and the grouping effects are things of real art. 








A specially designed and carved flower urn with an 
effective treatment of silk velour formed the only deco- 
rative embellishments in the Leaker displays. 


Much Space to Fabrics 


Marshall Field & Co., Mandel Bros., and Carson, 
Pirie, Scott & Co. devoted great space to the late arri- 
vals of imported and domestic fabrics, and in this con- 
junction it may be said that State Street has never 
witnessed more beautiful draping or more exquisite 
materials. 

A. H. Kagey, director of displays for Mandel Bros., 
presented a series of drapes of unexcelled beauty, em- 
ploying rich metallics, silks and velvet velours, with 
furs and millinery artistically placed in conjunction. 

At Carson, Pirie, Scott’s, “Fabric Occasion” was 
observed with the usual high character Tannehill dis- 
plays. Incidentally, new background panels have been 
installed in the Carson, Pirie, Scott & Co. windows, 
which afford a very refreshing effect following the 
long spell of previous drapes. In this connection it is 
interesing to note that Rothschild & Co. have installed 
a complete set of window background drapes, similar 
in pattern and color to those recently discontinued at 
Carson, Pirie’s. 





One of E. H. Leaker’s Fall Displays for The Hub, Chicago. 
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Xmas Displays by R. D. Graffis for one of the Walk-Over Stores, Chicago 


Sharing prominently in the activities of Chicago’s 
State Street are the organizations of F. B. George Co. 
and A. M. Bedell Co., who have just opened stores on 
the world’s merchandising Rialto. The former opened 
September 11 on State near Adams Street, and the 
doors of the A. M. Bedell store were thrown open for 
the first time on the same day. The Bedell store is 
located on State at the southwest corner of Monroe, 
and in the same block as The Fair. 


J. E. Berg in Charge at George’s 


J. E. Berg, son of E. J. Berg, recently display man- 
ager for Burgess-Nash, Omaha, and well known in the 
display profession, is in charge of the George Co. dis- 
play department and distinguished himself most credit- 
ably on his initial showing. 


Over at Bedell’s the nationally known “Bill” F-. 
Reed is in charge, and his displays, though placed be- 
fore windows were completely finished, evidenced con- 
clusively that Mr. Reed’s absence from active display 
work has not dulled his keen artistic judgment, and big 
things in the display department are looked for from 
this accomplished artist. 

As we go to press the Fall displays of The Fair are 
presented. On Monday, September 11, Mr. Herr 
raised the curtains and exhibited what will generally be 
attested as one of the most effective series of windows 
ever seen at this great mercantile institution. Back and 
side drapes, gracefully pleated and in rich tones of mul- 
berry, ornamented with gold applique, with gray felt 
floor, orm an excellent setting for the beautiful Fall 
presentations. 
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Speedball Pens are now fur sale in England. If your dealer cannot supply you, write to Henry C. Butler, *““fhornbank,” Astun Hill, Hawarden. 
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Window Display Analysis 


Whats wrong with these displays 


















MA/JITH this issue our department of Display 
ay Analysis is inaugurated, and believing the 
Ke sad principles governing the method of conduct- 
ing this new feature to be of worth as a valuable ad- 
junct to The DISPLAY WORLD, each month will 
find illustrations of seasonal displays on which expert 
criticism will be given. 

It is our confident belief that displaymen will wel- 
come such a department for constructive benefit, and 
in reproducing displays we are equally positive that the 
men responsible for them will be willing benefactors. 
Names of displaymen and judges will not be noted in 
conjunction with any illustrations or criticisms, and 
whenever possible all identification marks will be re- 
moved or erased from photographs before half-tone 
plates are made. 

Such a department as Display Analysis will, with- 
out doubt, have the genuine support of all men en- 
gaged in the display profession, and will be of peculiar 
value to assistants to display managers and those whose 
plan it is to follow this work and accept it as the choice 
of professions. Then, too, through constructive criti- 
cism there is something to be gained by all of us. It 














is through such criticisms that most successes are made. 

This month we have selected two displays, each 
showing men’s wear. While the displays reproduced 
regularly will be diversfied in character, omitting no 
line, it is perhaps well at the start to select men’s dis- 
plays, in view of the limited amount of good display 
literature and suggestions reaching this particular field. 

In the first illustration we find a display that, per- 
haps, will generally be accepted as an excellent example 
of men’s clothing display. On examination by a dis- 
play manager, however, it may be criticised. 

To begin with, the forms are well dressed, with dis- 
play evidencing a careful consideration of the handling 
of the merchandise. But the draping of coats and 
trousers is not as it should be, and through the imper- 
fection in this connection much selling force is lost. 
The display shows forethought, and no criticism can 
be made of the general arrangement and balance. 
though a little improvement on grouping could be made. 

The background is appropriate, with tasty selection 
and employment of artificial embellishments. In gen- 
eral, the setting is well conceived, with merchandise 
standing out prominently. The bases on clothing forms 
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How Would You Enhance This Display? Read the Criticism of One Displayman. 
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are too massive and not in proportion to the appropriate 
and more pleasing lines of other fixtures used. 

This display would be materially enhanced through 
the employment of an appropriate selection of acces- 
sories, such as neckwear, gloves, etc. More life would 
be added, and accessories correctly shown offer addi- 
tional oportunities for sales. A final suggestion for 
correction in this showing concerns the closer group- 
ing, whch would include placing or draping trousers 
nearer to forms. 

In concluding judging of display number one, let 
it be said that this is a good display. It far surpasses 
in essentials of correct and selling displays hundreds 
seen every day in the larger cities, though the display- 
man responsible for this work is employed in a com- 
paratively small city. 

What is your judgment of the second display illus- 
trated? Just as we thought. We agree readily. It 
violates most of the accepted principles governing 
men’s wear displays, and shows an unwarranted disre- 
gard for the merchant’s valuable display space. 

The display is amateurish, with more attention 
given to backgrounds than has been accorded the im- 
portant subject—clothing—that which the merchant 
has to sell. ; : 

The merchandise is acceptable and could be em- 
ployed in another fashion as a center of a beautiful 
display. The fault here may be attributed to the dis- 
playman. It may be noticed that little care has been 
evidenced in the handling of the merchandise, with 
coats thrown or hung on chair backs and on table. 
Clothing is wrinkled and poorly padded, if, indeed, it 
has been padded at all. Coats are poorly arranged, 








A Glaring Example of “How Not to Display Merchandise.” 


with price tickets in all cases misplaced. Always pin 
the price ticket on breast of coat. 

Why, it may be asked, the loose drape of open ma- 
terial at window end? It is out of place and has no 
tie-up with the general setting. If it must be used, 
pleat and tack down. The striped screen could be of 
more use behind the door in the studio. Detail inspec- 
tion was evidently omitted on the occasion of this dis- 
play. Wire to lamp does not enhance the overly deco- 
rated background, nor has it any beauty in itself. 

Accessories could and should have been used, while 
one card neatly lettered with appropriately selected de- 
sign would perhaps have been more effctive than three 
—though in this display card suggestions are minor. 

In the October number of The DISPLAY 
WORLD analysis will be made of four displays, one 
department store, one women’s specialty, one men’s 
wear and a drug display. 

Follow this department. The criticisms are made 
by the most prominent leaders of the respective 
branches of the display profession. 





The attention of merchants and display men is 
called to the prevalent practice of unscrupulous per- 
sons soliciting subscriptions to business publica- 
tions, and The DISPLAY WORLD desires it known 
that only subscriptions given to our authorized 


- solicitors will be honored at this office. 


Accredited DISPLAY WORLD solicitors will 
have signed documents evidencing their legitimate 
affiliation, and merchants and display men should 


make no payment until such authorization evidence ~ 


is presented by the solicitor. 
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“HEADLINING WINDOWS” 


How many clothiers have trimmed their windows 
with a certain individual type or class in mind? 
Newspaper headline writers know that if a digni- 
tary of the Baptist church or a Sunday school 
superintendent dies the headline, “Baptist Dies in 
Auto Crash,” will be read by every Baptist church 
member who sees that headline. “Elks Protest 
Volstead Act” will be read by every Elk who sees 
the headline. “Men of Sixty Doomed by Osler” will 
be read by ever man at or approaching that age. 


Why not carry this news idea into window dis- 
play and trim the windows at intervals to suit 
different ages and call attention to what has been 
done through newspaper advertising and window 
cards? 

The advertising department is really the news- 
paper shop of the store. It is the editorial depart- 
ment that publishes periodically the store events 
that are supposed to be interesting to the readers 
of the copy. The window display department can 
be made the magazine section and illustrate by 
pictures what the advertising department promul- 
gates in type—Cleveland (Ohio), News, Jr. 





ALIVE TO PROSPECT OF ADVERTISING 
ADVERTISED GOODS 


The Greensboro (N. C.) News has adopted a progressive 
policy destined to be of tremendous value to the manu- 
facturers of nationally advertised products and to the mer- 
chants through which they are distributed. 


Liberal space is devoted daily to the subject, and in 


prominent location important news items appear. An ex- 
ample of this co-operation is evidenced through the follow- 
ing reader taken from this progressive Greensboro paper: 

“Business concerns handling nationally advertised prod- 
ucts should watch this column regularly for news of trade- 
marked goods advertised in this paper. It is a good idea 
to give prominent display on the counters, shelves and 
windows while the advertising appears. This ties up the 
dealer’s store with the newspaper advertising, and is an 
effective method of making more sales. 


The Daily News Merchandising Bureau is willing at all 
times to co-operate with national advertisers in securing 
window displays, making trade investigations and keeping 
local dealers informed relative to the newspaper adver- 
tising.” 

Among the window displays of advertised goods in the 
down-town district was a very nifty window on_ Gillette 
Safety Razors in the O. Henry Drug Store; ‘a fine display 
of Kellogg’s Toasted Corn Flakes in the window of Cregg’s 
Quick Lunch, and a window devoted to Strollers cigarettes 
at the White House Candy Kitchen. These merchants 
realize the value of tying-up their places of business with 
the newspaper advertising of the manufacturers, 

The DISPLAY WORLD enthusiastically commends the 
business vision and co-operative spirit so convincingly and 
profitably evidenced by Greensboro News, and suggests 
that it may well be followed generally. 





WAGNER MAKES HIT WITH 
“BATHING GIRL REVUE” 


Rudolph Wagner, an artist of considerable fame in the 
south-west has been appointed advertising and display 
manager for the Women’s Specialty Co., Galveston, Tex. 
His first work, that of a bathing display made a pronounced 
hit. It presented a beach painting that formed the back- 
ground for a “Bathing Girl Revue.” The painting, 8x30 
feet, was done in oil on an improvised surface of shellacked 
Beaver board. 














Prize Winning Display by Fred Johanson for A. Holthausen, Unon Hill, N. J. 
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The Display World 


Service Bureaw | 








ISTED below and on the following page are service re- 
quests received at the office of The DISPLAY 
WORLD during the few days just preceding the closing of 
the forms. The evidence shows conclusively the popular 
or general confidence of merchants and displaymen in The 
DISPLAY WORLD as the incomparable medium of service, 
The inquiries received since date of first issue have nuim- 
bered well into the hundreds, and all were accorded imme- 
diate acknowledgment, with our recommendations con- 
cerning manufacturers and dealers in cases where sales 
prospects were evident. , 

We are not boasting when we state that more direct 
inquiries have been placed in our advertisers’ hands during 
the past month than any other publication affecting the 
field has directed to its advertisers in a period covering 
several months. 

In order to facilitate the handling of hundreds of in- 
quiries such ass listed below, each request will be numbered, 
and those desiring identity of any of the listings are asked 
to make known the number or numbers in which they may 
be interested and complete address of inquirers, with 
necessary information, will be immediately directed. 

No. 1—A Department Store wants Artificial Flowers, Backgrounds, 
Urns and Vases. 


No. 2—A Drug Store wants Window and Show Case Lighting Acces- 
sories, Counters, Shelving and Window Signs. 


No. 3—A Shoe Store wants Valances. 


No. 4—A Shoe Store wants Backgrounds, Air Brushes and Show Card 
Writers’ Supplies. 


No. 5--A Shoe Store wants Fitting Stools and Chairs. 
No. 6—A Store wants Show Window Backgrounds. 


No. 7—A Store wants Show Window Flooring, Novel Ww indow Signs, 
Advertising Diplay Material and Card Writers’ Material. 

No. 8—A Store want Show Window Flooring, Show Case Lighting 
and Show Window Backgrounds. 


No. 9—A Department Store wants Decorations for their Booth and® 


also Float for the Uvalde County Fair. 
No. 10—A Store wants eady-Made Show Cards. 
No. 11—A Store wants Fancy Die-Cut Price Cards. 
No. 12—A Store wants Gold and Silver Paper for Decorative Purposes. 
No. 13—A Store wants Display Road Signs. 
No. 14—A Store wants Embossed Fancy Price Tickets and Cards. 
No. 15—A Store wants Changeable Signs for a Restaurant Window. 


No. 16—A Dry Goods Store wants Bronze Tablets for Signs for Store 
Front. 


No, 17—A Store wants Name Plates. 
No. 18—A Store wants Decorative Cut-Outs to go on Show Cards. 


No. 19—A Dry Goods Store wants Fixtures, Plushes and Velours, Show 
Case Lighting Special Window Fixtures, Valances, Window 
Lighting, W indow Signs, 


No. 20—A Department eg wants Air Brushes, Artificial Flowers, 
Backgrounds, Card Writers’ Material, Fixtures, Interior 
Lighting, Plushes and Velours, Urns and Vases, Wax Ferms 
and Fgures, Window Lighting and Window Signs. 


No. 21—A Store wants Card Writers’ Materials. 
No. 22—A Store wants Printed Price Cards and Tickets. 


No. 23—A Leather Store wants Mat Service for Luggage and Leather 
Goods Line. 


No. 24—A Shoe Store wants Decorative Paper for Floors, etc. 
No. 25—A Store wants Newspaper Ad Service. 
No. 26—A Store wants Backgrounds and Floorings. 


No. 27—A Jewelry Store wants Artificial Flowers, Backgrounds, Fix- 
tures, Interior Lighting, Plushes and Velours, Price Tickets, 
Valances, Window Lighting. 


No. 28—A Store wants Air Brushes, Backgrounds, Card Writers’ Ma- 
terials, Counters and Shelving, Show Case, Window Signs. 


No. 29—A Furniture Store wants Brass and Bronze Signs, Window 
Signs. 


No. 30—A Department Store wants Window Signs. 


No. 31--A Department Store wants Window Poster Displaying “Ma- 
chines and Devices. 


No. 32—-A Department Store wants Valances. 


No. 33-A Department Store wants Artificial Flowers, Backgrounds, 
Brass and Bronze Signs, Counters and Shelving, Display Ma- 
terial, Display Racks, Fixtures, Floorings, Interior Lighting, 
Papier Mache Forms, Photos of Displays, Plushes and Vel- 
ours, Price Tickets, Store Bulletins, Store Advertising Stunts, 
Show Card Easels, Show Card Service, Show Cases, Time 
Switches, Valances, Wax Forms and Figures, Window Furni- 
ture, Window Lighting and Window Signs. 


No. 34--A Store wants Advertising Display Material, Air Brushes, 
Backgrounds, Card Writers’ Materials, Papier Mache Forms 
and Figures, Window Signs. 


No. 35—-A Store wants Card Writers’ Materials, Counters and Shelv- 
ing, Display Racks, Fixtures, Lamp Coloring, Papier Mache 
Forms, Plushes and Velours, Reflectors, Show Cases, Show 
Case Lighting, Urns and Vases, Valances, Wickerware Spe- 
cialties, Window Lighting. 
o. 36—A Store wants Artificial Flowers, Photos and Displays. 


No. 37—A Store wants Air Brushes, Card Writers’ Materials, Decora- 
tive Papers, Display Racks, Papier Mache Forms, Store Ad- 
vertising Stunts, Show Case Lighting, Window Lighting and 
Window Trimming Schools. 

No. 38--A Store wants Brass and Bronze Signs, Plushes and Velours, 
Price Tickets, Show Card Easels, Show Card Service, Window 
Signs. 

No. 39—A Store wants Interior Lighting, Electric Light Fixtures for 
Store Ceilings and Steei Ceilings. 

No. 40—A Store wants Backgrounds, Decorative Papers, Floorings, 
Photos of Displays, Stock Posters, Stencil Outfits, Store Ad- 
vertising Stunts, Show Card Easels, Window Trimming 
Schools. 

No. 41—A Department Store wants Artificial Snow, Backgrounds, 
Lamp Coloring, Photos of Displays and Time Switches. 

No. 42—A Department Store wants Backgrounds, Card Writers’ Ma- 
terials, Floorings and Store Advertising. 

No. 43—-A Drug Store wants Window Trimming Equipment and Ac- 
cessories, Backgrounds, Display Materials, Display Racks, 
Papier Mache Forms and Display Matrials. 

No. 44—A Department Store wants Backgrounds, Display Materials, 
Store Advertising Stunts, Window Furniture and Window 
Signs. 

No. 45--A Store wants Card Writers’ Materials. 

No. 46—A Department Store wants Store Advertising Stunts. 

No. 47—A Department Store wants Artificial Flowers, Artificial Snow, 
Backgrounds, Brass and Bronze Signs, Decorative Papers, 


Display Material, Display Racks, Lamp Coloring, Photos of 
Displays, Plushes and Velours and Store Advertising Stunts. 


No. 48—A Department Store wants Air Brushes, Counters and Shelv- 
ing, Papier Mache Forms, Plushes and Velours, Store Adver- 
tising Stunts, Show Case Lighting, Window Lighting and 
Window Trimming Schools. 


No. 49—A Shoe Store wants Revolving Cabinets on which one or two 
shoes can be displayed, Motor to run on alternating current. 


No. 50—A Store wants Artificial Flowers, Brass and Bronze Signs, 
Plushes and Velours, Chairs and Seats. 


No. 51—A Store wants Backgrounds, Flocrings. 


No. 52—A Department Store wants Artificial Flowers and Display Ma- 
terial. a 

No. 53—A Store wants Stencil Outfits and Show Card Easels, and 
everything for silk stencil process. 

No. 54—A Store wants Backgrounds, Decorations for Streets, Flags, 
Urns and Vases, and Wickerware Specialties. 


No. 55—A Jewelry Store wants Backgrounds, Plushes and Velours, 
Decorative Papers. 


No. 56—-A Store wants Shoe Electros for Newspaper Advertising. 


No. 57—A Store wants Advertising Display Material, Backgrounds, 
Window Furniture. 


No. 58—A Store wants Show Card Service. 


No. 59—A Store wants Artificial Flowers, Brass and Bronze Signs, 
Display Material and Lamp Coloring. 


No. 60—A Store wants Advertising Display Material, Brass and Bronze: 
Signs, and Card Writers’ Materials. 


No. 61—A Store wants Advertising, Backgrounds, Display Material. 
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No. 62—A Store wants Display Material, Display Racks. 


No. 63—A Shoe Store wants Artificial Flowers, Backgrounds and Dis- 
play Material. 


No. 64—-A Store wants Artificial Flowers, Display Material, Fixtures, 
Show Cases and Show Case Lighting. 


No. 65—A Store wants Advertising, Artificial Flowers, Backgrounds. 
No. 66-—-A Store wants Price Tickets, Window Trimming Schools. 


No. 67—A_ Shoe Store wants Card Writers’ Materials, Decorative 
Papers, Fixtures, Lettering Pens. 


No. 68—A: Store wants Backgrounds, Counters and Shelving, Display 
Material. 


No. 69—A Store wants Fixtures. 
No. 70—A Store wants Backgrounds, Window Trimming Schools. 


No. 71—A Store wants Backgrounds, Price Tickets and Show Card 
Service. 


No. 72—A Store wants Banners, Store Bulletins, Window Signs, Win- 
dow Trimming Schools. 


No. 73—A Hardware Store wants Floorings, Papier Mache Forms, 
Urns and Vases, Plushes and Velours. 


No. 74—A Store wants Card Writers’ Materials, Stencil Ootfits, Show 
Card Service, Lamp Coloring. 


No. 75—A Jewelry Store wants Backgrounds, Banners. 

No. 76—A Store wants Air Brushes, Artificial Flowers, Backgrounds. 
No. 77—A Store wants Backgrounds, Card Writers’ Materials. 

No. 78—A Music Store wants Artificial Flowers, Backgrounds. 

No. 79—A Store wants Artificial Flowers, Brass and Bronze Signs. 


No. 80—A Store wants Backgrounds, Counters and Shelving, Display 
Racks, Floorings. 


No. 8i—A Store wants Display Material Fixtures. 


No. 82—A Drug Store wants Artificial Flowers, Backgrounds, Display 
Material, Interior Lighting. 


No. 83—A Store wants Air Brushes, Artificial Flowers, Backgrounds, 
Chairs and Seats, Display Material, Reflectors. 


No. 84—A Store wants Books, Lettering Pens, Card Writers’ Material. 


No. 85—A_ Store wants Artificial Snow, Decorations for Street, Price 
Tickets, Wax Forms and Figures. 


No. 86—A Store wants Floorings, Lamp Coloring for Electric Bulbs, 
Window Lighting. 


No. 87—A Hardware Store wants Air Brushes, Backgrounds, Card 
Writers’ Materials, Plushes and Velours, Window Furniture 
and Window Lighting. 

No. 88—A Hardware Store wants Artificial Snow, Backgrounds, Display 
Material, Price Tickets. 

No. 89—A Store wants Backgrounds, Card Writers’ Material. 

No. 90—A Store wants Display Material, Fixtures. 

No. 91—A Hardware Store wants Artificial Flowers, Backgrounds. 

No. 92—A Shoe Store wants Plushes and Velours, Time Switches. 


No. 93—A Store wants Advertising Stunts, Store Bulletins. 

No. 94—A Hardware Store wants Display Racks, Fixtures, Show Card 
Easels. 

No. 95—A Dry Goods Store wants Artificial Snow, Backgrounds, Dis- 
play Racks, Drawing Boards, Lettering Pens. 

No. 96—A Department Store wants Backgrounds, Window Signs. 

No. 97—A_ Store wants Artificial. Flowers, Card Writers’ Materials, 
Display Material, Display Racks, Fixtures, Price Tickets. 

No. 98—A Clothing Store wants Artificial Snow, Display Racks, Photos 
of Displays, Reflectors, Revolving Cabinets, Valances. 

No. 99—A Store wants Backgrounds, Display Material, Fixtures, 
Floorings, Interior Lighting. 

No. 10@—A Clothing Store wants Artificial Flowers, Backgrounds, Dis- 
oy Material, Display Racks, Plushes and Velours, Store Bul- 
etins. 

No. 101i—A Store wants Advertising Service. 

No. ~ Store wants Artificial Flowers, Backgrounds, Display 

acks. 

No. 103—A Department Store wants Window Furniture. 

No. 104—A Store wants Floorings, Stock Posters, Window Trimming 
Schools. 

No. 105—A Shoe Store wants Artificial Flowers, Brass and Bronze 
Signs, Interior Lighting, Photos of Displays. 











© She 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 























DisPlay Service and 
World I[nformation Bureau 


Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check 
items in which you may be interested and send to SERVICE and INFORMATION BUREAU, The DIS- 
PLAY WORLD, Cincinnati, and advice or solutions will be directed to you without obligation. 


[] Counters and Shelving [] Papier Mache Forms (] Show Cases 


OOOOO OOOO, OOO 


i} Advertising 

|] Air Brushes (] Decorations for Street 

[] Artificial Flowers CI] Decorative Papers 

[1 Art Screens [] Department Signs 

_ () Artificial Snow [] Display Material 

[] Backgrounds (|| Display Racks 

[} Background Fabrics _] Drawing Boards 

{] Banners (] Electric Signs 

[] Books on Cardwriting [] Fixtures (Glass) 

[] Books on Display L_] Fixtures (Metal) 
: [1] Brass and Bronz Signs [] Fixtures (Wood) 

{] Card & Mat Board C] Flags 

(] Card Writers’ Materials ! | Floorings 

(] Cash Carriers (| Interior L‘ghting 

[] Cash Registers (] Lamp Coloring 

{_} Chairs and Seats _}| Lighting Fixtures 

[J Color Lighting & CL] Papier Mache 

Lamps Specialties. 


'} DO YOU. WISH A COPY OF THEIR CATALOG? 
|! DO YOU PLAN TO REMODEL YOUR STORE SOON? 


(GIVE DETAILS HERE) acne en nicnnconcann 


THE DISPLAY WORLD—CINCINNATI, OHIO 


“The Business Journal of the Display Profession and Industry.” 
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Pens and Brushes (| Show Case Lighting 
Photos of Displays _| Sign Holders 
Plastic and Composi- [] Special Window 











tion Pieces Furniture 
Plushes and Velours [] Store Designing 
Price Tickets [] Store Fronts ‘ 
Reflectors _] Time Switches 
Revolving Cabinets [] Urns and Vases i 
Stock Posters _| Valances : 
Stencil Outfits [|] Wax Forms and Figures H 
Store Advertising _] Wax Repair Outfits H 
Stunts | Wickerware Specialties Hi 
Store Bulletins [] Window Lighting { 
Show Card Board |] Window Signs is 
Show Card Schools -] Window Trimming iH 
Show Card Easels Schools R 
Show Card Service -] Wood Carvings : 
: 
: 
: 
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E. J. BERG JOINS BAUMANN’S 


FE. J. Berg, for years a leading exponent in the field 
of mercantile display and a great influence in the develop- 
ment of the displayman’s official organization, the I. A. D. 
M., has resigned his post at the Burgess-Nash Co., Omaha, 
to become affiliated in sales capacity with that progressive 
artificial flower house, L. Baumann & Co., Chicago. 

The action will come as a great surprise in display 
circles where Mr. Berg has hosts of friends, and who 
have come to generally expect “Jim” to stick in the win- 
dow game This young veteran of the display profession 
should be equally successful in his newly chosen duties, 
and The DISPLAY WORLD enthusiastically extends its 
best wishes for success. 





A & W SALESMEN BUSY 


J. W. Marshall is one of the best known sales repre- 
sentatives covering the mercantile field, having made for 
twelve consecutive years as sales representative for The 
A&W Electric Sign Co., Cleveland, the states of Ohio, 
Pennsylvania, New York and Michigan. 

W. M. Knapp, H. A. Stewart, E. E. Noylor and C. E. 
Walsh are other representatives of this big sign institution. 





“NOTHNG TO DO ’TILL TOMORROW” 
FOR GOODLANDER 
F. D. Goodlander, representative of the Detroit School 
of Lettering, is now covering the territory on his regular 
Fall schedule. This globe-trotting salesman has little time 
for recreation since it is his duty to call on every dealer 
of show card and sign writers supplies in the country. 





ABRAMS REJOINS ADLER-JONES CO.—FIRE WIPES 
OUT MODERN ARTIFICIAL CO. 


Arnold Abrams has affiliated in the capacity of sales- 
man with The Adler-Jones Co., Chicago, manufacturers 
of artificial flowers. Mr. Abrams, formerly president of 
The Modern Artificial Flower Co., Chicago, joined the 
Adler-Jones Co., following a fire which destroyed the 
Modern Artificial Flower Co., factory, on the afternoon 
of August 14. He will be assigned the territory of Canada 
and New England, with his regular towns in Ohio and 
Michigan. 





CHICAGO MAT BOARD COMPANY 
BREAKING SALES RECORDS 


Reports from organization headquarters indicate that 
the Chicago Mat Board Company, Chicago, is experiencing 
a most remarkable year of sales, all records for previous 
years having been broken. 

This great institution supplying the demands of thous- 
ands of followers is most efficiently directed in the terri- 
tories by S. L. Griffis, sales manager, who covers Ohio, 
Pennsylvania and the West; D. C. Ozmun, secretary, re- 
presenting the company in the Southern states; W. B. 
Shibla, Canada and Eastern states, and Clark C. Peterson, 
sales representative in the Central states. 





- B. M. LYON TO ENTER BUSINESS 
Bradford M. Lyon, formerly display man in Louisville 
and Nashville, and more recently sales representative, 
is to make Chicago his future home and plans soon to 
re-enter the display field as a manufacturer. 





FINDLAY LEAVES DISPLAY WORK 
FOR SALES POSITION 

William Findlay, formerly of Cincinnati, and more re- 
cently engaged in independent service display work in 
Chicago, has joined the sales force of The Adler-Jones Co. 
He will cover the territory of Wisconsin, Minnesota, lowa, 
and eastern Illinois, left vacant through the resignation of 
Dave E. Anderson. 





HUNT PEN CO. ANNOUNCES SALES 
REPRESENTATIVES 


C. Howard Hunt Pen Co., Camden, N. J., manufacturers 
of pens for card lettering announces its sales territory and 
representatives as follows: 

E. J. Humphreys, South and Pacific Coast; J. D. Mac- 
Morris and E. O. Erickson, Illinois, Wisconsin, Minnesota, 
North Dakota, South Dakota, Nebraska, Louisiana, Iowa 
and Missouri; Ed. J. Snyder, Pennsylvania, Ohio, Michigan, 
Indiana, Tennessee, and West Virginia; E. B. Dellmuth, 
Philadelphia, New York, Baltimore and Washington; 
Harry E. Erny, New York City; M. G. Smith, New 
York City. 








DISPLAY PHOTOS OF PRIZE BABIES 
AT VILLE DE PARIS 

An event worthy of consideration on the part of mer- 
chants is being successfully conducted by the Ville’ de 
Paris, Los Angeles, where this big store, in conjunction 
with a city newspaper is conducting a Best Baby Contest. 

One window of the store has been set aside during the 
contest for photographs and developments relative to the 
competition, and a new series of photos appear daily. On 
the fourth floor is maintained a gallery where additional 
photos are presented, which number includes those already 
displayed in the window. 

The value of this contest can be readily judged as it 
serves as a prestige builder in the community and the 
two displays have been potent influences in bringing peo- 
ple into the store where merchandise appeal has made a 
volume of sales. 





DOUGHERTY IN CHARGE OF DISPLAYS 
AT BEDELL’S 34th STREET STORE 


Changes in the display department of The Bedell Co., 
34th Street Store, New York, brings Richard Dougherty 
to the well known cloak and suit house, in the capacity 
of display manager. Mr. Dougherty is widely known in 
display circles and he has very successfully directed the 
display department for The Lerner Blouse Corporation, 
and more recently at Orkins Specialty Shop, 34th Street, 
New York. 
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PRACTICAL BOOKS ON SIGNS FEATURES A & W 
ADVERTISING CAMPAIGN 


A series of interesting booklets have just been published 
by the A & W Electric Sign Co., Cleveland, Ohio, beauti- 
fully illustrated and containing sign information of great 
value. 

One book is devoted to roof signs while a second fea- 
tures overhanging signs, and presents most attractively 
scores of appropriate installations of high grade, business 
pulling signs. The book is departmentized and includes 
illustrations and comment on every classification. Mer- 
chants and displaymen should secure copies. A post card 
will bring them to you. 





CHICAGO STAGE LIGHTING CO. ISSUES COLOR 
LINE OF GELATINE SHEETS 

Displaymen will be interested in the booklet just issued 
by the Chicago Stage Lighting Co., 112 North LaSalle 
Street, Chicago, presenting more than a score sample 
shades of colored sheet gelatine to be used for effective 
color lighting. This bookleet will be mailed to displaymen 
and merchants making the request for it. 














New Adler-Jones Creation 


NAT-MAT LOOSE LEAF SAMPLE BOOK 

The sampling of mat and cardboards in the past had 
been somewhat of a difficult problem until the National 
Card, Mat. & Board Company, Chicago, manufacturers of 
Nat-Mat Cardboards, recently compiled and are distribu- 
ting gratis to the trade, a very attractive loose leaf book 
of size eight by eleven inches, displaying a large range of 
delicate blends and color effects of Nat-Mat Cardboards. 

The samples in this book are nicely grouped in sections, 
displaying boards for numerous purposes with fly leaves 


concisely explaining the purpose of the various boards. 

The sample pages are enclosed in an attractive Ripple 
cover, which is, in fact, quite in keeping with the quality 
product of the National Card, Mat & Board Company, 
which product is now being made in their new and modern 
factory building at 4318-36 Carroll Avenue, Chicago, III. 








Lantern Easily Constructed and Unusually Effective 


HUGH LYONS & CO. HAS SERIES 
OF NEW CATALOGS 

Of the many practical and valuable catalogs recently 
issued by Hugh Lyons & Co., one of particular merit and 
importance is devoted exclusively to drug store display 
fixtures. 

It is a book of sixteen pages, 9x12 page size, printed on 
heavy super-enamel stock and beautifully illustrated with 
a series of appropriate drug display suggestions for win- 
dow and interior. A goodly quantity of practical display 
literature is incorporated offering many important essen- 
tials in the art of displaying drug supplies and sundries. 
Period designs in fixtures are indicated through this book- 
let as being more popular than ever. With the publication 
of the drug catalog, similar booklets were issued for hard- 
ware stores, shoe stores, candy shops and bakeries. For 
copy, address Hugh Lyons & Co., Lansing, Mich. 





BERT L. DAILY ISSUES NEW CATALOG 

Catalog No. 9, featuring the products of the well-known 
house of Bert L. Daily, is now ready for distribution. It is 
handsomely produced and serves as an efficient directory 
for brushes and card-wriiters’ supplies. 

Departments are devoted to brushes, pens, inks, 
stencils, sign kits, stencil knives, show card boards, dec- 
orations for show cards, card-writers’ outfits, airbrushed 
cards, and price tickets, card board cutters, and air 
brushes. For copy, address Bert L. Daily, 126-130 E. Third 
St., Dayton, O. 
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A. M. EMERLING AND J. L. COHEN 
ORGANIZE VALANCE COMPANY 

Of much importance in the field of display is the forma- 
tion of a new valance and drapery company known as 
Windowcraft Valance and Drapery Co., with offices and 
factory at 328 Superior Avenue, Cleveland. 

The new organization comprises as owners and oper- 
ators, A. M. Emerling and J. L. Cohen, both having had 
many years practical experience in the valance industry. 

The new organization has the best wishes of The DIS- 
PLAY WORLD and it suggests that merchants and display- 
men consider its products when in the market for valances 
or drapes. 





PAASCHE AIR BRUSH CO. MOVES 
TO NEW HOME 

The Paasche Air Brush Co. is now located in its new 
headquarters at 1909-1927 Diversey Parkway, Chicago. 

The new and modern manufacturing plant is equipped 
with latest improved individual motor driven machinery 
which will enable this well-known concern to render most 
efficient service. Literature on the Paasche air brush 
will be supplied to those making request on business 


stationery. 








Conception of E. H. Leaker and Made by 


L. Baumann & Co. 


PECKMAN INCORPORATES FIXTURE COMPANY 

The Peckman Show Case & Store Fixture Co., Inc., 
has been incorporated for $10,000, by Harry Peckman, 
Leah Peckman and Ross Prints, of Brooklyn, N. Y., to 
manufacture store fixtures, show cases, etc. 





DISPLAY MATERIAL SUPPLY HOUSE 
OPENED BY L. P. GILL 

L. P. Gill, formerly display manager in Decatur, Ill, 
and well known to displaymen and card writers, has 
launched a display material supply house in Chicago, at 
4727 Lake Park Avenue, under the name of Gill & Gill. 
Mr. Gill has a host of friends in the display business who 
wish him every success in his new undertaking. 





NEW SHOW CASE CONCERN 
The Superior Show Case Co., New York City, has been 
incorporated with a paid in capital of $6,000. The incor- 
porators are: Charles A. Sullivan, Florinda Bisord and 
Vito Parretti. They will manufacture show cases and 
store equipment. 


INTERSTATE FIXTURE CORPORATION 
INCORPORATES IN NEW YORK 


Another store fixture company has been established 
in New York with offices at 121 West 29th Street. The 
new organization is to be known The Interstate Fixture 
Corporation. Paid in capital amounts to $2,000, and the 
incorporators are Morris Miller, Isabel Snyder and M. 
H, Ratz: 





Newest Conception of Xmas Wreath, 
Made of Wicker and Foliage 


WALTER E. ZEMITZSCH CO. OPENS 
SHOWROOMS IN ST. LOUIS 

The Walter E. Zemitzsch Co., manufacturers and im- 
porters of artificial flowers, wickerware, fixtures and dec- 
orative novelties has opened a beautiful showroom with 
executive offices at 1617 Washington Avenue, St. Louis. 

At the head of this newest equipment concern is Wal- 
ter E. Zemitzsch, nationally known as a display artist of 
the highest rank, and for years one of the important 
members of the I, A. D. M. For the past eleven years 
he has directed the display department of Famous & Barr, 
and in this position attracted great attention because of his 
wonderiul display conceptions. Mr. Zemitzsch is a creator, 
a practical director and an executive. The DISPLAY 
WORLD bespeaks for him a great success in his new 
business venture. 





MARSHALL MILLINERY REMODELS 
VALANCE BY WINDOW DECORATIVE CoO. 

The store of The Marshall Millinery Co., Lincoln Ave., 
Chicago recently underwent extensive alterations and now 
presents one of the most attractive fronts and interiors 
in the north-center district. New cases, cabinets, fixtures 
and valances were included in the requisition of new 
equipment. The valance, similar in material and design 
to that used in the window of Chas. A. Stevens & Bros., 
State Street, and which has generally been termed the 
most beautiful window drape in Chicago, was made by 
The Window Decorative Co., and sold by its Chicago 
representative, Oscar H. Lee. 





KIRKPATRICK BROS. TRANSFER BUSINESS 
TO RICHARDSON-LEAVER CO. 

The well-known fixture and store equipment concern 
of Kirkpatrick Bros., St. Louis, Mo., ‘has been succeeded 
by The Richardson-Leaver Fixture Co., same city. The 
new owners aregspecialists in cabinet, unit and show case 
making, and with substantial financial support will be a 
power in the fixture field. 
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PRETENTIOUS SHOW ROOMS OPENED 
BY THE BODINE-SPANJER CO. 

The Bodine-Spanjer Company has opened beautiful 
and spacious office and show room headquarters at 316-318 
South Wabash Avenue, Chicago. 

Perhaps one of the finest appointed rooms of its kind 
in the country, one will find great relaxation and comfort 
when visiting or when consulting with the Bodine-Spanjer 
designing specialists in these new quarters. 

Located ideally on Wabash Avenue, just a few doors 
south of Jackson Boulevard, display men and merchants 
will find it easily accessible. The great stores of State 
Street are but a few minutes removed from the Bodine- 
Spanjer offices. 

Of added interest is the announcement that Alex 
Winocour, recently sales manager and Bodine-Spanjer 
representative in Minnesota, Iowa, Nebraska, Oklahoma, 
Missouri and Illinois has been made an equal partner in 
the business with the office of general manager and secre- 
tary. Mr. Winocour’s success with the well and popularly 
known decorating concern has been pronounced and his 
many friends will read this announcement with pleasure 
and earnest wishes for a continuance of his past successes. 





NEW MANAGER FOR SCHACK’S 


H. B. Brown, who has directed the organization of 
L. Baumann & Co., for the past year, has withdrawn from 
that organization and is now in charge of the organization 
of The Schack Artificial Flower Co., Chicago. 

Mr. Brown’s success with the Baumann concern was 
pronounced and displaymen generally have been generous 
in commending the truly remarkable success of the well- 
known and long established flower house. This new life, 
which re-established L. Baumann & Co., as a leader in 
its field, was directly due to the keen business foresight 
and unusually forceful executive ability of Mr. Brown. 

In his new work he will have many distinct advantages, 
and the many friends made in a comparatively brief span 
of months will find pleasure in his continued success. 





ADDITIONS TO CARL PERCY STAFF 


George Leidheiser, formerly assistant art manager of 
the American Lithograph Co., and later with Robert Gair 
Co. and Snyder & Black, lithographers, and C. W. Davison, 
formerly with Evans & Barnhill Inc., advertising agency, 
have joined the staff of Carl Percy, Inc., producers of win- 
dow and store display materials, Metropolitan Tower,’ New 
York City. 





MERCHANTS CASH IN ON WILSON 
BROS.’ CO-OPERATION 

Wilson Bros., Chicago, manufacturers of complete furn- 
ishings for men, loses no opportunity to co-operate with 
the merchants handling its products, and because of the 
character of this co-operation, every merchant takes full 
advantage of it. Only high-grade display material and 
suggestions are offered; helps that will enhance any win- 
dow display. 

In addition Wilson Bros. issue a monthly trade review, 
beautifully illustrated with furnishing displays, evidencing 
the added selling strength obtained through appropriate 
use of fitting display embellishments. In addition to the 
half-tone illustrations are advertising suggestions with 
complete layout which are supplied to the dealer ready for 
insertion in newspaper forms. A very small charge is made 
for this material, approximately ten cents for each mat or 
display illustration, this charge being made in order to im- 
press the merchant with the fact that service is to be re- 
turned and guarded against loss. 
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SHO-CARD BOARD 
1s 


DULL COATED 


Works with THE ARTISTin PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEWBLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLD ROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY 


3436-38 MARKET ST. PHILADELPHIA 











Photo illustrations are usually of displays actually placed 
in some window, and in conjunction with detailed infor- 
mation relative to its construction there is a report of the 
actual selling value of the display in its previous showing. 
For example, the August Review shows a garter display 
placed for one of Chicago’s finest stores. This almost 
negligible group of garters was enhanced with appropriate 
card work and arranged by an artist and sold sixty dozen 
pairs of garters in less than one month’s time. How this 
was done is told in the Review. 
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There is nothing in the field of sign 
and show card advertising, in its widest 
range and scope, that is not discussed 


in the columns of SIGNS OF THE 
TIMES. 


Here you have a monthly publication that 
gives a thorough monthly review of all the activ- 
ities and developments in its field. 


It is read by sign men, ad men, show card 
men, merchants and all that have an interest in 
this growing field of sign advertising. 


You can read it with profit. 


Subscription Price, $3.00 per Year. 


Fiensines 


The National Journal of DisplayAdvertising 


Now in its Seventeenth Year of Service to the Industry 








Publishers also of the famous Gordon Books on Show Card work, entitled ‘‘Let- 

tering for Commercial Purposes,’’ $3.50 per copy, and ‘*!100 Loose Leaf Lessons 

in Lettering,’’ $2.00 per copy. When ordered with subscription to SIGNS OF 
THE TIMES deduct $1.00 from total. 
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Wm. Hugh Gordon, the author, spent fourteen years in leading Chicago stores, and 


in his book you get the benefit of his long experience and valuable ideas. 
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Mr. Gordon 


was acknowledged the leading craftsman in the show card world. 


FOR 
DISPLAY 
MEN 





Modern Lettering. 

Classification of Letters and Types. 

First Principles in Lettering. 

Brushes and Pens for Lettering. 

The Potentiality of a Show Card 
Writer’s Brush. 

“First Principles” in Show Card Writ- 
ing. 

Colors and Their Preparation. 

Some Ideas for the Amateur in Show 


Card Writing. 


The book is 9x 12 inches, giving effective and proper display of alphabet plates and designs. 


a 
10. 
11. 
12. 
13. 


14. 
15. 


MODERNIZED METHODS % 


ART C2 FRAC SF1 ICE OF 


LE TTERING 


COMMERC [AL 
PU RPOSES 


W liam Hugh Gordon 


CHAPTERS 


Arrangement and Balance in Show 
Card Writing. 

Diagrammatical Analysis. 

Rapid Single and Double Numerals. 

Economy of Motion as an Aid to 
Speed in Lettering. 

Modifications of Type Faces Adapted 
to Brush Work. 

Italics for Speed Lettering. 

Graceful Swing vs. Laborious Draft 
in Lettering. 





16. 


FOR 
SHOW 
CARD 


Speed Limit in Lettering Show Cards. 

Fundamentals of Rapid Work. 

“Poster Styles” of Lettering for the 
Card Writer. 

New Alphabets vs. Old. 

The Show Card and the Show Card 
Man. 

Illustrative Stunts for Show Cards. 

Motion Picture Titles and Their 
Preparation. 


It is beautifully and strongly 


bound in Blue Vellum de Luxe Cloth, the cover stamped in goldd. Over two hundred illustrations, nearly one hundred of them 


full page alphabet plates. 


ideas and inspiration. 


The Gordon Book in combination with a year’s salnadiaien to The DISPLAY WORLD at the 
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THE DISPLAY PUBLISHING CO., Book Department 


» 


Foreign and Canadian Orders, 50c additional 
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In its entirety it is the work of a master, Wm. Hugh Gordon, himself. You will find it a treasure of 
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Cincinnati, Ohio 
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and merchants had the wide selec- 

tion of distinctive display creations 

from which to choose as now / 
vresented through the Super- > yl 


Line of The Bodine-Spanjer Co. “A 
An inspection of our salesmen’s | 


lines will convince the most 
Ki 


critical and meet the most m 


of 


enthusiastic approval Al ri ( 
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the discerning buyer. 


Xmas Trees Xmas Boxes 
Applique Backgrounds 
Applique Panels 

Coned Trees 
Tinsel Specialties 


Lamps and 
Candle Pieces 
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1160 Chatham Court 
Chicago 




















